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24 The term “encyclopedic knowledge” is used by Tanaka (1994: p. 27) to describe pre-existing 
knowledge.  This is not explained by Tanaka but, for the purpose of this study, it will be assumed that 
it approximately equates with Fairclough’s (2000) notion of “Member Resources” (MR), which he 
defines as being “what people have in their heads and draw upon when they produce and interpret 
texts” (p.20).  This is also a concept extensively used in Relevance Theory and will be described in 



















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Part A – Interviewee Background; 
1. By what route did you enter the advertising industry? 
 
2. Did you study advertising at university?  If so, which one? 
 
3. What texts do you recall using when training in your field? 
 
4. To what extent did you learn about semiotics, including cultural semiotics such as myths etc? 
(Will explain this further if necessary)  
 




Part B – Forming Ideas 
 
6. Explain the process of forming ideas for a new ad. Please briefly describe your general 
creative approach/philosophy daily work technique when you have to devise ads.  
 
7. When devising an ad, do you visualize the completed ad from the start, or is this a building 
process? 
 
8. To what extent does your approach differ according to whether you are promoting a brand or 
advertising a specific product? 
 
9. How do you see the role that semiotics plays in your own process of forming ideas in 
designing advertisements? (if it does play a role.  Explain if necessary and probe) 
 
 
Part C – Strategy - Your Last Advertisement 
 
10. Describe in detail the routine and/or process by which the last advertisement was devised and 
say whether you were working alone or working in collaboration with a colleague or other 
people. 
 
11. Give as much information as you can about where the advertisement was to appear (e.g. 
magazine, newspaper etc), its size and distribution (geographic and numerical) 
 
12. What did you aim to do? What was your brief?  Was there a creative brief from a client, or 
did you have a free hand?  
 




14. Summarise what else went on during the design process. What were the main considerations? 
 
15. How did you ensure a reader/viewer would readily understand/make sense of the 
advertisement?  What thought/elements went into ensuring this aspect would be successful? 
 
 
Part D – More Generally 
 
16. Describe how, if at all, you try to use symbolism and icons in your advertising. 
 
17. Describe how, if at all, you try to use cultural phenomena, stereotyping or aspects of folklore 
in your advertising.  
 
18. If you are advertising a specific product, how do you try to appeal to the audience’s pre-
existing knowledge?  How do you ensure it is immediately relevant to your target audience? ’ 
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Appendix	3	
Transcripts	of	interviews	with	copywriters.		
	
(NOTE:	Preliminary	introductions	often	occur	before	the	recording	begins	and	the	
interviewee	may	appear	to	start	the	explanation	unprompted):	
 
 
SUBJECT A 
So	the	first	question	I	have	got	is,	[0.10]	well	I	have	got	them	all	in	a	kind	of	an	
order	so	everybody	gets	asked	the	same	question.	The	first	one	is	by	what	route	
did	you	enter	the	advertising	industry,	what	was	your	way	in?	
	
SUBJECT	A	:Well	PR.		And	I	went,	I	did	a	degree	in	communication	at	Bournemouth	
University,	erm…	and	my	original	intention	was	to	do	journalism,	and	I	did	a	little	bit	of	
journalism	work	experience	and	at	the	time,	erm…	the	journalists	were	getting	these	
press	releases,	and	they	didn’t	even	have	a	PC	they	had	a	keyboard	with	a	tiny	little	strip	
and	they	would	just	type	up	these	press	releases,	and	I	thought	well	this	is	not	what	I	
imagined	journalism	to	be	like,	where	are	these	press	releases	coming	from.	And	that	
got	me	into	think	about	PR,	erm…	after	a	little	bit	of	toing	and	froing	and	trying	to	[0.58]	
voluntary	work	and	things	like	that	I	eventually	worked	for	a	Bradford	PR	agency.	I	did	
a	bit	of	everything,	and	within	6	months	I	had	left	there	and	gone	to	a	bigger	Leeds	
agency,	and	then	I	was	there	for	a	couple	of	years	as	a	PR	guy	and	then	erm…	then	I	
went	to	Brahm	and	eventually	what	happened	was	I	was	working	on	a	Toyota	their	
industrial	equipment	division	and	most	of	the	agencies	I	worked	at	were	full	service	
agencies	so	they	would	do	PR	and	advertising,	and	there	would	always	be	a	little	bit	of	
crossover,	erm…	I	was	thinking	in	preparation	for	today	actually	I	was	thinking	one	of	
the,	a	guy	who	erm…	I	used	to	work	with	he	was	a	copywriter	that	was	his	sort	of	all	his	
job,	and	he	said	that	his	job	was	to	take	the	bullshit	and	condense	it	and	mine	was	to	go	
the	other	way.	And	he	erm…	as	a	result	of	working	on	Toyota’s	advertising	campaign	
the	agency,	they	asked	me	to	get	involved	with	the	PR,	in	order	so	they	could	get	both	
sides	of	the	business,	when	I	left	the	agency	I	told	the	client,	the	client	said	well	we	can’t	
make	any	guarantees	but	we	would	like	to	go	where	you	go,	which	was	very	flattering.		
So	I	ended	up	travelling	to	different	places	and	as	a	result	of	working	on	that	particular	
client,	they	had	a	dealer	structure,	and	I	would	do	work	for	the	main	company	but	also	
for	their	dealers	and	the	dealers	would	say	to	me	erm…	would	you	do	some	work	for	us,	
and	then	I	decided,	they	were	saying	if	you	worked	for	yourself	we	would	give	you	some	
work	so	that	is	what	I	did.	I	went	to	work	for	myself	and	then	it	was	their	requirement	
of	doing	other	things,	design	work,	web	work,	advertising	work,	that	kind	of	not	forced	
me,	but	led	me	to	go,	to	sort	of	become	all	different	things	so	all	marketing.		So	my	core	
is	I	am	a	PR	guy	but	actually	over	the	years	that	has	sort	of	taken	a	bit	more	of	a	back	
seat	and	I	do	a	mixture	of	everything	now.	
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Right,		
	
Subject	A:	That’s	a	good	answer.	
	
Yes	so	my	next	question	really	you	sort	of	half	pre-empted	it	because	I	asked	you	
did	you	study	advertising	at	university	and	that	you	told	me	Bournemouth	and	
you	studied	communication	studies?	
	
Subject	A:	No	it	was	just,	not	communication	studies,	it	is	actually	communication,	
without	the	s.		There	is	a	subtle	difference	in	that	it	included	things	like	erm…	erm…	
editing	and	publishing,	it	was	sort	of	more	akin	to	the	journalism	degrees	that	they	did	
and	that	there	was	advertising	involved	in	that	but	it	wasn’t	advertising	or	a	PR	course	
actually	it	was	a	bit,	it	was	sort	of	a	bit	of	everything	and	nothing	you	know.	It	was	just	
broad	enough	to	get,	catch	a	lot	of	other	people	who	were,	the	PR	courses	there	the	
media	production	courses	there	were	very	popular	and	I	think	they	started	this	
communication	degree	to	catch	some	of	the	other	people	and	sorry	you	can’t	have,	we	
are	not	giving	you	the	PR	course	but	we	will	offer	you	this	and	that’s	how	a	lot	of	people	
from	different	backgrounds	went	into	it.	My	friends,	ended	on	the	same	course	some	
went	into	IT,	some	went	into	journalism	you	know	it	was	a	bit	of	a	broad	mix.	
	
Ok,	do	you	recall	using	any	particular	text	relating	to	advertising	when	you	were	
studying	that	aspect	of	your	degree?	
	
Subject	A:	Yes	I	have	still	got	some	of	them	actually.	Erm…	
	
Do	you	remember	which	ones	they	were?	
	
Subject	A:	Effective	use	of	advertising	media	I	think	is	one	of	them.	And	all	about	
erm…which	it	seems	like	a	reference	book	now	but	it	is	all	to	do	with	you	know	
production	details	with	sort	of	billboard	sizes	and	you	know	all	that	kind	of	stuff.		And	I	
think	what	I	learnt,	well	what	I	feel		I	learnt	from	working	with	advertising	people	you	
know	and	media	production	people	and	that	kind	of	thing	was	that	often	the	erm…	the	
things	that	the	textbooks	will	tell	you	about	the	effectiveness	of	advertising,	and	where	
to	place	advertising	all	that	kind	of	stuff,	is	fine	and	I	am	sure	at	some	levels	it	is	very	
important	but	the	client’s	opinion	often	over	rules	it	and	so	you	know	if	you	are,	for	
example,	(05.00)	choosing	a	lot	of	the	work	that	I	have	done	over	the	years	have	been	
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involved	in	the	materials	handling	trade,	so	[05.08]	and	trade	press	and	there	are	two	
or	three	magazines	that	are	very	similar,	some	think	that	one	is	the	magazine	to	be	in,	
some	think	that	the	other	is	the	magazine	to	be	in	and	they	have	very	strong	opinions	
either	way.		Don’t	let	the	facts	stand	in	the	way	of	a	good	story.	So	the,	you	know	those	
kind	of	books	and	references	and	things	like	that,	have	helped	but	only	so	far.	
	
So	far,	yes	I	can	relate	to	that.			The	next	question	is	to	what	extent	did	you	learn	
about	semiotics	including	cultural	semiotics	when	you	were	training.	
	
Subject	A:	Yes	it	was	part	of	erm…what	I	did.	Erm…at	least	I	think	it	was.	It	is	a	long	
time	ago	((laughs)).	Erm…	I	remember	we	did	things	on	Chomsky	and	all	that	kind	of	
language	use	of	language	and	particularly	erm…	things	like	erm…	I	still	tell	people	about	
this,	but	I	was	told	in	a	lecture	that	erm…	signpost	went	up	at	a	railway	crossing	in	
Yorkshire	that	said	wait	here	while	lights	flashing	and	the	Yorkshire	guy	drives	up,	
waits	until	the	lights	flash	and	then	goes	and	gets	hit	by	a	train.	Erm…	and	I	remember	
at	the	time,	me	being	a	northerner	on	the	south	coast,	everybody	there	was	quite	you	
know	well	off	compared	to	me	and	they	would	go	I	don’t	think	I	have	an	accent,	I	don’t	
have	an	accent	and	I	would	be	the	one	who	would	go,	listen	at	you,	you	know	((laughs))	
so	it	did	come	into	it,	but	I	don’t	remember	a	great	deal	of	detail	about	it	to	be	fair.	
	
You	mentioned	Chomsky	I	am	a	just	curious	because	really	it	wouldn’t	come	
under	semiotics,	what	would	you,	what	Chomsky	do	you	remember?	
	
Subject	A:	It	is	a	long	time	ago	now,	but	I	just	remember,	I	remember	that	a	section	of	
the	degree	course	was	involved	in	the	kind	of	I	am	sure	it	was	semiotics	and	like	
language	and	literature	and	all	that	kind	of	stuff	was	put	into	it	because	it	was,	such	a	
broad	you	know	there	was	elements	of	English	literature	in	it	as	well	so,	erm…	I	forget	
now.	
	
Did	you	talk	about	for	example	Saussure?	
	
Subject	A:	No	
	
Or	Barthes	
	
Subject	A:	No	
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Roland	Barthes	or	any	of	that	cultural	myths?	
	
Subject	A:	Yes,	yes	some	of	that.	Some	of	that	erm…	only	touched	on	it	though	I	think.	
Yes.	I	mean	we	are	talking	20	odd	years	ago	now.	
	
I	appreciate…	
	
Subject	A:	((laughs)).			
	
Do	you	actually	refer	to	those	texts	now	when	you	do	ads	or	is	it	just…	
	
Subject	A:	No	because	I	think,	I	think	I	would	look	at	myself	as	from	the	outside	looking	
in	I	would	look	at	myself	as	probably	more	erm…	the	work	that	I	do	is	based	in,	the	
people	that	I	work	with	or	work	for	they	are	very	much	down	to	earth,	I	am	from	
Doncaster.	I	am	based	in	Doncaster,	I	am	not,	I	did	grow	my	business	where	I	had	5	staff	
at	one	point	but	now	I	have	cut	back	and	erm…	I	have	worked	in	bigger	agencies.	I	felt	
that	unless	I	moved	to	London	then	I	was	always	going	to	have	a	certain	type	of	people	
that	I	was	going	to	work	for.	There	is	only	certain	types	of	businesses	based	in	our	area,	
who	would	be	willing	to	work	with	somebody	like	me.		So,	I	very	much	look	at	the	work	
that	I	do	as	sort	of	a	practical,	on	a	practical	level	and	it	is	not	that	sort	of,	I	feel	anyway,	
it	is	not	sort	of	that	refined	level	where	I	would	probably	refer	to	a	text	like	that.	
	
Ok	no	that	is…	
	
Subject	A:	If	anybody	does.		
	
((laughs))	that’s	ok.		Erm…	so	you	wouldn’t	pick	up	a	book	by	Ogilvy	or	one	of	the	
big	shots?	
	
Subject	A:	I	would	erm…	for	my	own	interest	and	it	would	come	out	every	now	and	
again	you	know	erm…	and	I	would	probably	refer	back	to	them	every	now	and	again	
and	I	do	take	an	interest	in	that	sort	of	stuff,	particularly	seen	as	I	do	feel	as	though	I	am	
a	bit	of	an	imposter	in	that	way	because	I	have	got	a	PR	you	know	background	and	I	
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moved	into	sort	of	doing	this.	But	erm…	I	know	I	have	worked	with	some	very	sort	of	
erm…	some	good	advertising	people,	I	have	had	a	good	broad	background,	you	know	
which	has	stood	me	in	good	stead,	I	think	and	I	respect	some	of	the	things	that	I	have	
learnt	over	the	years,	and	but	at	the	same	time	you	know,	I	do	recall	being	in	big	
agencies	and	going	to	people	and	saying	I	can’t	believe	this	advertising	is	running	you	
know	how	terrible	is	this	ad,	what’s	the	agency	like	that	produces	this	sort	of	work,		and	
the	bosses	saying	you	can	only	do	as	well	as	the	client	will	let	you.	It	is	a	good	cop-out.	
	
It	is	yes,		
	
Subject	A:	((laughs))	
	
[09.38]		Just	imagine	you	have	got	a	new	ad,	you	had	to	form	an	idea	from	the	
question	is	please	briefly	describe	your	general	creative	approach	or	philosophy	
for	daily	work	technique,	when	you	have	to	devise	a	new	ad	from	scratch.	
	
Subject	A:	Erm…	well	you,	on	a	technical	level	or	practical	level	you	probably	want	a	
brief,	you	would	want	to	start	with	the	brief	and	try	(10.00)	and	interpret	the	brief	in	
the	best	way	that	you	possibly	could.		But,	that	doesn’t	always	happen	you	know	and	
people	will	be	aware	of	an	ad	or	they	will	be	rerunning	an	ad	and	you	will	say	look,	you	
know	I	need	to,	I	think	you	need	to	improve	on	this	and	do	something	different.	And	
erm…	my	take	on	it	is,	I	want	to	try	and	boil	down	the	essence	of	the	ad	as	much	as	
possible	and	actually	sometimes	in	the	work	that	I	do,	because	of	erm…	PR	and	design	
and	web	work	and	all	that	kind	of	stuff,	is	a	little	bit	more,	there	is	more	detail	to	it,	
focussing	on	an	ad	and	coming	up	with	straplines	and	a,	and	a	core	message	is	
sometimes	a	good	way	of	trying	to	demonstrate	to	a	client	who	is	not	overly	bothered	
about	advertising	or	perhaps	hasn’t	asked	for	that,	it	is	a	good	way	to	try	and	
demonstrate	what	the	main	message	is.	So	I	would,	I	am	a	great	believer	in	that	erm…	I	
think	you	are	at	your	most	creative	when	you	are	probably	subconsciously	processing	
these	things	and	you	sort	of	try	and	immerse	yourself	in	the	detail	but	not	try	and	force	
it	too	much.	Ironically	with	PR	I	find	sometimes	the	opposite	works,	is	that	you	force	
yourself	into	writing,	you	might	begin	something	and	it	is	not	quite	right	but	carry	on	
and	then	come	back	to	it,	that’s	a	good	way.		Erm…	so	I	would,	I	would	tend	to	try	and	
boil	down	to	its	essence,	and	try	and	get	a	key	theme	across	and	then	everything	that	
the	layout,	the	layout	the	design,	the	way	it	looks	should	in	some	way,	it	should	follow	
on	from	the	message	that	you	are	trying	to	do.	So,	and	it	sounds	petty	simplistic,	but	you	
know	I	often	I	would	say	to	somebody,	you	want	the	core	values	of	the	brand	across	you	
don’t	want	to	say,	if	you	are	a	modern	company	good	old	fashioned	service,	if	you	are	
trying	to	be	a	technologically	advanced	or	something	like	that	and	you	would	expect	
that	the	look	and	feel	of	the	ad	to	reflect	those	themes	as	well,	so,	erm…	It	is,	I	would	say	
it	is	different	every	time,	but	I	would	probably,	maybe	the	processes	I	go	through	are	
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the	same	I	would	try	and	come	up	with	some	messages,	focus	on	the	message	that	it’s	
putting	across	and	then	do	different	versions	of	that,	that	message.			
	
Ok,	so	you	half	answered	my	next	question.	I	mean,	when	devising	an	ad	do	you	
visualise	the	completed	ad	from	start	or	is	it	a	building	process?	
	
Subject	A:	That	is	a	great	question.			Erm…	I	think	it’s	definitely,	I	think	it’s	a	building	
process	on	the	whole.	I	think	you	may	have	a	concept	that	you	consider	erm…	for	
example,	I	used	to	do	a	lot	of,	I	had	Doosan	forklift	trucks	are	a	work	line	and	they	do	
trade	magazine	advertising,	and	I	came	up	with	an	idea	for	some	ads	which	were	
basically	around	the	theme	of	erm…	doing	more,	the	companies	name	is	Doosan	and	it	
was	do	more.		And	the	theme	basically	was	erm…	like	somebody	with	a	fishing	line	
catching	a	giant	squid	or	just,	and	ironically	I	have	seen	a	car	company	since	then,	I	see	a	
lot	of	my	ideas	((laughs))	I	am	just	recycling	other	people’s	ideas,	but	I	see	a	lot	of	ideas	
that	I	think,	I	had	that	idea.	And	erm…	I	have	seen	like	a	TV	ad	with	a	woman	watering	a	
garden	with	a	giant	hose,	and	you	know	everything	is	gigantic,	and	that,	that	came	as	a	
sort	of	fully	erm…	formed	idea.	Ironically	when	I	put	that	down	on	paper	and	looked	at	
it,	I	didn’t	think	it	did	it	justice.		It	didn’t	seem	to	match,	probably	my	graphic	design	
skills	mightn’t	have	been	up	to	it,	or	you	know	the	way	that	I	visualised	it	didn’t	look	so,	
erm…	occasionally	that	happens	but,	I	would	say	most	of	the	time	it	is	a	building,	you	
are	chipping	away	at	it,	you	are	trying	to	shape	it	into	something	that	looks	right,	and	I	
would	say	one	of	the	ads	that	I	done	at	the	moment,	one	that	is	running	at	the	moment,	
is	erm…		this	company	has	now	got	branches	across	the	country.			At	the	point	when	I	
started	to	think	about	this	ad,	they	didn’t	but	they	had	an	aspiration	to	do	that.		And	I	
kind	of,	we	focussed,	I	say	we	because	there	was	more	than	me	then,	erm…	we	focussed	
upon	a	phrase	that	they	came	out	with	when	we	were	talking	to	them	on	the	previous	
ad	campaign	to	this,	which	was	they	said,	erm…	we	understand	local	businesses	
because	we	are	one.	And	we	actually	used	that	as	the	line.	And	so,	the	ad	campaign	
before	this,	was	we	tried	to	make	heroes	of	the	people	in	the	different	parts	of	the	world,	
and	put	them	in	front	of	erm…	something	that	was	symbolic	of	that	part	of	the	world.		
So,	the	guy	from	Nottingham	was	stood	in	front	of	the	statue	in	Nottingham	of	Robin	
Hood,	the	guy	from	Hull	was	stood	under	the	Humber	Bridge	(15.00)	we	were	doing	
that	to	sort	of	have	the	local	element.	But	then	they		become	a	little	bit	bigger	and	we	
wanted	to	express	this	as	a,	as	a	nationwide	thing.	So,	this	ad	came	together	as	me	just	
sort	of	experimenting	with	erm…	the	UK	and	coming	up	with	all	the	pictures	are	made	
up	of	their	work	obviously	and	that	idea,	came	from	me	looking,	thumbing	through	a	
book	on	creative	ideas	and	it	was	one	of	the	ideas	was	maps.	And	that,	I	know	for	a	fact	
that	that	is	where	that	idea	first	came	from	in	my	mind.	
	
Can	you	remember	what	book	that	was?	
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Subject	A:	I	have	got	the	book.	That’s	it.	
	
Thank	you.		So	the	A-Z	of	visual	how	to	solve	any	creative	brief	by	John	Ingledew.		
	
Subject	A:	It	is	actually	the	A-Z	of	Visual	Ideas.	((laughs))	Failed	on	that	one	hasn’t	it.	
	
Thank	you.		That’s	great.			
	
Subject	A:	Yes	just...		it	is	A	to	Z	and	I	was	only	flicking	through	it,	erm…	and	there	is	a	
great	thing	about	maps,	kind	of	struck	a	chord	with	me	and	that’s	where	that	idea	came	
from.	It	seems,	it	seems	like	a	copy	now	but	((laughs))	
	
No,	no	you	have	got	the	contrasting	words	local	and	nationwide,	as	well.	
	
Subject	A:	Well	yes	I	mean	that,	that	erm…	was	something	local	service	nationwide	was	
the	tag	that	I	kind	of	came	up	with,	at	the	same	time	and	I	was	trying	to	come	up	with	a	
visual	representation	of	that,	that	idea	hence	the…	
	
Hence	the…	yes.	
	
Subject	A:	Hence	the	[16.47]	
	
Great	stuff.		And	erm…	to	what	extent	then	does	your	approach	differ	according	to	
whether	you	are	promoting	a	brand	or	you	are	advertising	a	specific	product.	
	
Subject	A:	Another	good	question.	I	think	erm…	over	the	years	that	I	have	been	
involved	in	the	companies	that	I	have	done	advertising	for,	I	have	tended	to	try	and	
push	them	towards	brand	than	product.		Erm…	because	erm…	in	the	work	that	I	do,	the	
sector	is	erm…there	are	lots	of	different	products,	within	a	forklift	truck	company	for	
example,	within	their	range,	they	have	lots	of	products	erm…	and	then	dealers,	of	this	
type,	would	offer	multiple	brands.		Erm…	whilst	I	was	doing	the	advertising	for	the	
manufacturer	erm…	we	tried	to,	I	tried	to	take	out	the	push	the	brand	name	because	
erm…	they	are	competing	against	other	well-known	brand	names	so	Toyota,	is	a	
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competitor	in	the	forklift	truck	market,	erm…	Mitsubishi,	Nissan,	these		were	well	
known	names,	and	we	wanted	to	raise	the	profile	of	the	brand	so	I	had	actually	advised	
them	against	promoting	a	particular	product.		I	think	if	they	were	insistent	on	that,	on	
doing	a	particular	product	then	you	would,	you	would	automatically	go	through	a	
similar	process,	I	think	to	try	and	whereas	the	company	you	are	trying	to	identify	the	
core	values	of	the	brand,	on	a	product	you	are	trying	to	identify	the	core	features	and	
benefits	of	the	product,	and	promote	it	in	the	same	sort	of	way.	But	my	I	feel	that	
branded	advertising	is…	can	be	more	sophisticated	and	make	a	better	impression	than	a	
product	ad,	personally	that’s	my,	my	feel	on	it.	Because	I	think	products	change	all	the	
time,	and	unless	you	are	just	doing	a	straightforward	you	know,	it	is	99p	or	it’s	£100	or	
whatever	then	the	product	is	going	to	change	and	people	are	going	to,	take	a	slightly	
different	view	on	it,	as	opposed	to	a	brand.	And	all	the	time	that	I	have	been	involved	in	
this	work	I	have	always	encouraged	people	to	try	and	talk	up	their	brand,	as	opposed	to	
you	know	focus	on	the	product.	
	
That	is	interesting.		How	do	you	see	the	role	that	semiotics	plays	in	your	own	
process	in	forming	ideas	if	it	does	play	a	role?	Does	your	mind	go	to	semiotics	
thinking	or	not?	
	
Subject	A:	I	would	say	no	actually	I	would	say	no.	Unless	I	do	it	without	realising	
((laughs))	you	know	it’s	not	a,	as	I	said	to	begin	with	I	am,	I	am	looking	for	a	practical	
answer	to	a	problem.	If	it	helped	me	get	to	the	answer	then	I	would	do	it.	
	
Oh	that	makes	sense.		Erm…	you	work	on	your	own	most	of	the	time?	
	
Subject	A:	Most	of	the	time	now.		
	
Ok	what	is	the	sort	of	daily	routine	then	if	you	get	a,	if	you	get	a	contract	from	a	
client	what	would	be	the	first	thing	you	would	do?	
	
Subject	A:	((laughs))	erm…	try	and	get	on	a	massive	fee	((laughs)).		Erm…	in	from	an	
advertising	perspective	or…	
	
No	just	your	daily	routine	what	would	you	do,	you	have	got	a	commission	to	do	an	
advert,	for	something	you	talked	it	over	with	your	client,	and	you	walk	through	
the	door	what	is	your	next	step?	
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Subject	A:	Erm…	(20.00)	I	think	you	probably	try	and	put	down	on	paper	or	at	least	get	
settled	in	your	mind,	about	all	the	different	angles	of	what	we	are	looking	at.		You	are	
trying	to	come	at	it	from	a	different	approach	and	often	you	will	throw	out	lots	of	ideas	
or	throw	you	know,	you	just,	it’s	probably	more	relevant	when	working	with	other	
people	to	be	fair	but	you	know	I	am	not	100%	bought	in	by	the	idea	of	brainstorming,	
but	sometimes	you	just	want	to	dump	all	the	ideas	down	as	much	as	you	can	and	try	and	
get	as	many	different	ideas	for	it	and	then	just	give	yourself	a	bit	of	space	and	time	to	try	
and	let	them	settle	and	see	which	ones	work	and	which	ones	don’t.	Erm…	from	that	
point	of	view,	then	I	want	to	try	and	visualise	them.	In	the	old	days	it	would	be	scamps	
you	know	there	would	be	people	there	that	would	be,	their	drawing	would	be	fantastic,	
you	know.		Now	people	don't	make	a	distinction	at	least	with	me,	between	erm…	
creative	work	which	is	an	idea,	and	the	finished	article.	So	they	kind	of	want	to	see	it.	In	
the	old	days	you	could	get	away	with	when	I	worked	on	the	Toyota	stuff	I	remember	
taking	them	into	rooms	where	we	would	have	100s	of	different	drawings	around	the	
room,	very	basic	piece	of	white	paper	and	you	basically	dumped	all	the	ideas	in	front	of	
them,	and	gone	there	you	go	what	do	you	think.		And	we	will	work	up	the	ones	that	you	
like.		Erm…	now	that	just	doesn’t	it	doesn’t	work	and	you	have	got	to	try	and	get	as	
many	of,	although	having	said	that	you	know	I	have	got,	this	was	an	old,	I	have	just	
realised	that	I	have	still	got	these,	these	were	different	ideas	around	the	same	thought	
processes	where	I	did	exactly	that	but	it	was	obviously	finished	and	we	put	them	in	
front	of	the	client,	presented	them	and	said	you	know	what	do	you	think.		Here	is	one,	
that	concept	started	with	the	idea	a	play	on	words,	because	erm…	it	was	a	scrappage	
scheme,	10	years	old,	the	equipment	or	more,	and	we	were	coming	up	to	the	end	of	the	
decade,	so	we	used…	
	
Used	a	homophone	decade	decayed	yes.	
	
Subject	A:	And	that’s	where	that	idea	came	from	and	then	as	a	result	of	that	layout	and	
that	design	we	went	and	shot	the	image.	
	
Clever.	
	
Subject	A:	This	is	one	that	I	done	a	long	time	ago	and	it	was	all	trying	to	really	erm…	
square	the	circle	a	little	bit	with	the	client’s	erm…	preference	on	product	features	and	
benefits	where	you	are	trying	to	push	a	brand,	you	know.	So	here	we	have	got	a	list	of	
sort	of	features,	which		are	hopefully	some	benefit	and	picking	them	out	and	trying	to	
sort	of	use	that.	I	have	seen	this	actually	since,	((laughs))	I	have	seen	this	done,	by	Ford	
as	a	similar	sort	of	TV	ad	where	they	have	got	a	list	of	and	I	think	that	is	probably	the	
same	sort	of	idea	as	you	are	trying	to	push	the	brand	but	satisfy	the	client’s	desire	to	get	
across,	well	we	have	got,	you	know	we	have	got	lights,	big	deal	((laughs))	we	have	got	
brakes.	So…	
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Thank	you	that	is	interesting.		Erm…	I	take	it	then	you	only	do,	you	tend	to	do	
printouts	you	don’t	do	anything	on	TV,	radio,	internet?	
	
Subject	A:	No	I	have	not	really,	that’s,	no	I	have	done,	I	do	some	erm…	on-line	ads	but	it	
is	more	of	an	extension	of	print.		I	have	done,	I	have	done	a	poster	campaign,	erm…	but	
you	know	I	think,	it	is,	led	by	the	sector	that	I	am	in	or	predominantly	in.	You	know	I	do	
some	other	work	for	a,	erm…	a	Swiss	company	and	they	are	sort	of	related	to	forklift	
trucks	but	they	are,	it’s	erm…	automated	handling	so	it	is	kind	of	taking	the	trucks	out	
and	doing	everything	with	robots.			So	that	is	a	similar,	and	I	have	done	a	bit	with	those	
but	yes,	it	tends	to	be,	it…	depends	on	your	interpretation	of	it	because	some	of	the	
things	that	I	do	I	consider	to	be	sort	of	on	the	fringes	of	advertising,	like	erm…	say	a	PDF	
which	is	intended	to	be	sent	you	know	over	e-mail,	but	it	is	presenting	messages	almost	
like	an	ad,	an	interactive	ad,	almost	like	that.		It	is	on	the	fringes	of	it.		
	
It	is	persuasive	as	well	as	informative?	
	
Subject	A:	Yes	it	is	not	yes	it	is	not…	yes	it	is	intended	to	give	a	sort	of	a	mix,	of	you	
know	getting	people	interested	and	then	giving	them	the	detail.			
	
Yes	so	then	you	are	going	down	the	product	line	to	some	extent	aren’t	you?	
	
Subject	A:	Erm…	yes,	yes	I	guess	so	but	it	has	been,	I	have	done	that	for	erm…	trying	to	
sell,	well	if	I	give	Swisslog	as	an	example,		this	Swiss	company.			They,	they	sell	solutions	
really	or	they	see	it	as	selling	solutions.		Erm…	because	they	don’t	manufacture	a	
product,	they	put	it	together,	with	they	have	designers	and	advisors	and	technical	
service	people	and	they	put	it	all	together	(25.00)	erm…	and	they	are	very	successful,	
very	big	at	it	and	so	they	came	to	me	and	said	we	are	trying	to	boil	down	our	brand	
values,	you	know	our	core	values	and	that	was	a	pig	of	a	job	because	they	just	couldn’t,	
they	were	unclear	about	what	they	wanted	it	took	forever.	But	I	settled	on	design,	
develop,	deliver,	as	an	idea	and	so	this	is	what	we	do,	design,	develop,	deliver	which	
they	liked	erm…	and	then	we	produced	work	in	order	to	put	that	across.	So	it	wasn’t	
specifically	about	a	particular	product	or	a	particular	service	it	was	about	the	whole…	
	
Ethos.	
	
Subject	A:	Yes	the	whole	ethos,	like	a	corporate	brochure	almost.		
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Yes.		In	your	case	now	I	am	asking	this	question	to	whom	is	your	advertising	
directed.	Is	it	a	particular	group	of	people	and	how	do	you	identify	them?	
	
Subject	A:	Good	one.	Erm…	well,	the	because	I	am	in	business	to	business	stuff,	erm…	
we,	always	my	experience	working	with	bigger	agencies,	or	at	bigger	agencies,	really	
taught	me	that	we	are	talking	to	more	than	one	level	of	people.		Erm…	and	because	of,	in	
the	case	of	a	[26.09]	handling	equipment	you	want	to	attract	the	guy	who	is	using	the	
kit	but	often	he	is	not	the	guy	who	is	specifying	the	kit.		And	often	he	is	not	the	guy	who	
is	paying	for	the	kit	so	you	are	trying	to	attract,	aim	your	message	at	multiple	levels.	
Hence	partly	my	branding	sort	of	ethos	with	that	and	I	think	that	erm…	we,	we	have	
very	specific	trade	press	designed	that	they	are	aiming	at	those	kind	of	people,	the	
logistics	managers	and	erm…managing	directors	and	financial	directors	and	specifiers.		
But,	then	you	will	have	a	swathe	of	erm..	publications	which	are	specifically	intended	for	
a	sector	and	you	would	quite	simply	just	look	at	it	and	say,	well	what	sector	is	using	SIC	
data	I	guess,	what	sectors	use	erm…	forklift	trucks	in	this	instance,	more	than	others	
and	which	erm…	magazines	should	we	go	for.		Now,	I	remember	erm…	working	at	a	
company	called	Charles	Walls	in	Leeds	and	we,	they	did	an	exercise	for	Toyota,	
precisely	to	say	to	them,	at	the	end	of	it,	if	you	want	to	reach	the	most	number	of	your	
target	market,	you	would	go	in	Radio	Times	or	Sky	magazine	you	know	which	would	be	
ridiculous	to	have	an	ad	it	would	cost	them	a	fortune.		So	it	was	all	about	targeting	and	
boiling	down	and	deciding	which	one	has	the	least	wastage,	rather	than	the	most	
effective	I	guess.		Erm…	I	think	that’s	probably	why	the	amount	of	billboard	ads	I	have	
done	is	limited	because	it	has	huge	wastage	but	it	is	done	for	the	tactical	purpose.		I	say	
once,	I	have	done	it	a	few	times	now	I	am	thinking	about	other	billboards	that	I	have	
done.	Erm…	yes	like	for	Doosan	and		Daewoo	as	was	I	did	billboard	ads	to	support	
exhibitions.		So,	you	are	expecting	the	people	driving	in	to	see	the	ad	and	that’s,	you	
know	they	are	going	to	an	invent	which	is	intended	for	them,	erm…	then	window	
display	ads	as	well	which	I	have	done	for	them	erm…	and	again	it’s	all	tied	around	an	
event	so	you	are	expecting	them	to	be	the	right	people.		Yes	as	I	said	to	begin	with	it	is	
difficult	to	get	clients	interested	in	you	know	the	nuances	of	who	is	going	to	see	it	as	
opposed,	
	
[28.35]	
	
Subject	A:	Their	minds	are	made	up,		[28.38]	
	
Oh	right.	Ok,		Erm…	next	question	is	to	summarise	what	else	went	on	in	the	design	
processes,	is	there	any	other	considerations	that	you	would	like	to	mention	when	
you	are	actually	doing	the	design	process?	
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Subject	A:	Erm…	well	obviously	the	actual	medium	itself	takes	a,	is	a	very	important…	
will	dictate,	how	you	produce	the	ads	and	erm…	you	know	I	would	tend	to	look	at	full	
page	advertising	because	that	is	where	you	want	to	push	your	client	into	having	the	
impact	or	even	double	page	spreads.	Erm…	and	that,	that	in	itself,	sort	of	dictates	some	
of	the	way	in	which	you	would	approach	it.		Erm…	then	there	is	things	like	erm…	a	belly	
wrap	which	was	as	an	example	we	once	did	a,	an	ad	in	a	plastics	pipe	magazine	or	
something,	and	it	had	a	belly	wrap	around	the	middle	of	the	magazine,	which	was	a	pipe	
and	it	stuck	to	a	double	page	spread	within	the	magazine,	so	you	opened	up	it	up	at	that	
ad.		And	so	that	would	obviously,	the	whole	design	of	that	was,	was	came	about,	the	
whole	concept	came	about	because	of	the	design	and	I	daresay	that	the	whole	idea	came	
about	because	(30.00)	the	magazine	said	we	can	now	do	this.		So	sometimes	you,	
sometimes	you	look	at	the	idea	and	look	for	the	right	place	for	it	to	go	and	sometimes	
you	look	at	what	is	available	and	what	is	possible.		And	that	helps	you	push,	the	idea.	
You	know.	Did	a	mock-up	of	a	flier	once	erm…	a	mailer	in	the	design	of	a	paper	
aeroplane,	you	know	erm…	because	I	knew	it	was	possible,	that	kind	of	thing.		
	
Yes,	the	art	of	the	possible.		Do	you	actually	think	in	terms	of,	I	think	you	have	
already	answered	this	one	or	partly	answered	this	one	[30.33]	it	says	here	can	
you	descry	how		if	at	all	if	you	try	to	use	symbolism	and	icons	in	your	advertising.	
Do	you	think	in	terms	of	symbolic…	
	
Subject	A:	Yes	well	I	would	say	I	do	yes.		I	would	say	erm…	I	am	very	much	aware	of	
themes	in	advertising	and	erm…	because	I	guess	my	degree	course,	because	of	the	work	
that	I	have	seen	I	see,	I	was	very	disparaging	when	I	was	working	in	big	agencies	about	
advertising,	because	erm…working	with	PR	at	the	time,	it	was	very	much	segmented.			
So	I	was	in	a	PR	part	of	Brahm	erm…and	I	would	just	say	it’s	just	an	ad,	a	picture	and	a	
witty	bit	of	copy	that’s	all	it	is.	There	is	not	much	more	to	it	than	that	and	obviously	
there	is	but,	you	know	I	did	a	presentation,	as	part	of	my	training,	you	know	ads	are	bad,	
including	this	one,	and	presented	an	ad	and	just	explained	why	it	was,	that	I	felt	that	
advertising	wasn’t	as	good	as	PR.	Erm…and	I	think	that,	erm…	I	use	advertising	as	a	way	
to	leverage	PR	editorial	coverage	in	a	way	that	probably	somebody	whose	background	
was	more	advertising	will	probably	do	the	opposite	they	would	do	an	ad	campaign	and	
want	to	leverage	it	for	PR.			Erm…	I	do	tell	my	clients	often	that	if,	or	perspective	new	
client	I	say	if	you	go	to	a	PR	agency	and	ask	them,	tell	them	that	you	have	got	a	problem,	
the	answer	will	be	PR,	if	you	go	to	an	advertising	agency	the	answer	will	be	advertising.			
And	if	the	only	erm…	if	the	only	tool	you	have	is	a	hammer,	you	tend	to	see	every	
problem	as	a	nail.			
	
That’s	right,	exactly.			One	of	these	areas	I	am	looking	at	relates	to	how	much	do	
you	use	cultural	phenomena,	stereotyping	folklore,	now	I	mean…	
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Subject	A:	The	ad	campaign	where	we	did	erm…	like	tried	to	use	erm…	local	symbolism	
it	kind	of,	it	kind	of	rubbed	off	on	that	erm…	
	
Robin	Hood	statue	and…	
	
Subject	A:	Robin	Hood	statue,	the	Bull	in	the	Bull	Ring,	it’s	trying	to	represent	the	place	
where	they	are	coming	from.	It	was	a	very	deliberate	attempt	to	do	that	but	erm…	I	
think	on	the	whole,	the	people	that	I’ve,	you	will	be	able	to	ask	them	yourself,	but	the	
people	that	I	know,	that	work	in	advertising,	I	don’t	think	they	think	that	sophisticatedly	
and	I	think	back	to	this	furore	over	the	erm…	the	woman’s	body,	the	beach	body	ad	that	
has	just	been,	you	know	are	you	a	beach	body…	
	
Yes	
	
Subject	A:	And	I	can	visualise	how	that	ad	came	about	and	I	am	almost	certain	that	they	
probably	didn’t	think	it	was	going	to	cause	a	big	fuss	and	as	soon	as	it	did	they	probably	
think	that’s	the	best	thing	ever	you	know.	
	
Yes	publicity	
	
Subject	A:	It	was	just	done	automatically	but	I	think	back	yes,	because	there	is	no	such	
thing	as	bad	publicity,	the	old	thing.		But	erm…	you	know	I	think	back	to	again	at	college	
I	remember	it	very	well,	them	being	shown	advertising	where	women	were	shown	as	
bits,	you	know	so	you	don’t	see	the	head	or	you	know	and	erm…	and	showing	the	worst	
example	the	lecturer	could	find	was	erm…	an	advertisement	for	carpet	underlay	with	a	
woman	in	underwear	and	it	said,	because	what	matters	is	what	you	have	got	
underneath	and	it	is	such	a	tenuous	link,	and	also	you	know	it	just	seemed	pointless.		
And	I	think,	I	am	aware	of	all	those	things	and	I	try,	one	of	the	things	that	I	often	say	to	
the	clients	because	it	is	quite	a	narrow	field	but,	you	know	you	don’t	want	to	look	like	
everybody	else,		the	whole	point	is	to	stand	so	don’t	look	at	what	everybody	else	is	
doing,	try	and	avoid	those	kind	of	things	but	the	symbolism	of	the	local	areas	I	guess	we	
try	to	use	as	a	short	cut	to	saying,	we	are	in	your	patch	sort	of	thing.	
	
Oh	that	is	pure	semiotic	isn’t	it?	
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Subject	A:	Yes	
	
Absolutely.	
	
Subject	A:	If	you	say	so	((laughs)).			
	
The	last	question	really	is	if	you	are	advertising	a	specific	product,	if	that’s	the	
case	you	have	got	the	brief	this	is	the	product,	not	forget	the	brand	tell	us	about	
the	product,	how	would	you	try	to	appeal	to	the	audiences’	existing	knowledge,	
how	do	you	ensure	it	is	immediately	relevant	to	their,	to	your	target	audience?	
	
Subject	A:	Erm…	that’s	a	difficult	one	because	I	think	oftentimes	you	are	trying	to	
challenge	their	existing	knowledge	(35.00)	or	challenge	their	perception	of	what	they	
already	know	because,	erm…	they	will	have	made	up	their	minds.		Erm…	and	I	can	give	
you	an	example	of	an	ad	that	erm…	I	did	that	didn’t	get	chosen,	and	actually	when	I	look	
at	it	now	I	think	I	can	understand	why	it	didn’t	get	chosen	but	at	the	time	coming	fresh	
to	an	account	erm…	the	company	Doosan	took	over	Daewoo	and	Daewoo	were	well	
known	erm…	in	the	UK	at	least,	for	going	bust	erm…	their	car	company	side	of	it.		This	
was	a	different	side	of	the	business	they	had	an	electric	forklift	truck	that	they	wanted	
to	launch,	they	told	us	to	do	an	ad	campaign	on	it	and	one	of	the	things	that	I	came	back	
to	them	with	was	erm…	a	picture	of	erm…	Seoul,	and	it	said	Seoul	like	Tokyo	only	
cheaper.	Now	they	were	frightened	to	death	of	anything	to	do	with	money	and	it	steered	
them	away	but	my	idea	there	was	to	say	that	the	brand	leaders	in	that	sector	were	
Japanese	forklift	truck	manufacturers,	and	I	was	trying	to	say	to	them	we	were	as	good	
as	them	but	cheaper	erm…	they	didn’t	like	it	((laughs))	they	didn’t	do	it.		Erm…	but	
there	were	a	whole	series	of	them	based	around	that	kind	of	idea	of	challenging	erm…	
what	the	people’s…	and	one	of	the	campaigns	that	I	did	run	a	poster	campaign	said	Be	
Surprised.		And,	this	was	again	the	Korean	they	have	sometimes	a	small	chip	on	their,	
probably	a	chip	on	both	shoulders,	that	you	know	we	are	as	good	as	the	Japanese	but	
you	know	we	don’t	get	the	respect,	and	people	see	Japanese	companies	and	think	they	
are	brilliant	and	people	see	Samsung	and	LG	and	think	they	are	Japanese	and	they	are	
not.		So,	erm…	one	of	the	things	that	I	did	there	was	to	have	a	theme	of	being	surprised	
and	then	years	later,	Kia	a	Korean	forklift	truck	they	have	a	very	similar	strapline	of	you	
know	let’s	surprise	you	all	it’s	similar	and	I	think	I	wonder	if	they	are	coming	at	it	from	
the	same	standpoint.		In	terms	of	actually	trying	to	sort	of	erm…	confirm	what	people	
would	think	I	don’t	know	how	you	would	probably	do	that	so	much	other	than	I	don’t	
really	know.		
	
No,	not	surprising.	
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Subject	A	:It	would	be	an	interesting	exercise	be	asking	the	client	why	would	they	want	
to	do	that,	why,	you	know	if	they	already	think	that	why	are	you	advertising	at	all	you	
know	to	try	and	confirm	their	point	of	view.	
	
Ok	yes	
	
Subject	A	:Unless	I	guess,	unless	you	are	McDonalds	or	Ford	or	you	know	erm…	
	
I	think	a	particular	product,	a	very	specific	one	where	you	have	got	something	you	
know	we	know	the	brand,	but	now	we	want	you	to	promote	this	particular	thing.	
It	might	be	the	Samsung	S6	phone	the	latest	one	that	has	just	come	out,	you	know	
everyone	knows	who	Samsung	is,	but	how	are	you	going	to	sell	this	phone	to	
people	that	know	what	Samsung	is,	they	know	what	an	iPhone	is	what	is	going	to	
make	you	buy	that	Samsung	that	particular	model.	Not	the	S5,	but	the	S6.	
	
Subject	A:	Well	funnily	enough	erm…	again	harking	back	to	my	Doosan	work	but	erm…	
what	I	did	there	when	I	first	started	with	them	is	I	went	and	surveyed	the	employees,	
the	erm…	their	dealer	network	and	I	did	this	with	Toyota	as	well	actually	and	originally	
with	the	Toyota	guys	I	did	the	trade	press	as	well	I	had	the	editors	I	went	and	
questionnaired	them	and	said	to	them	what	do	they	know.			Erm…	one	of	the	things	that	
came	back	to	me	with	Daewoo	at	the	time	they	were	building	equipment	for	Caterpillar	
years	ago,	and	erm…	one	of	the	guys	said	to	me	if	we	had	everything	the	same,	if	we	had	
the	same	equipment,	the	same	price,	the	same	support,	but	we	just	took	off	the	Daewoo	
badge	and	put	Caterpillar	on	it,	we	would	sell	more.	I	said	well	if	that	is	not	a	branding	
issue,	I	don’t	know	what	is	and	so,	I	talked	to	them	about	what	they	wanted	and	what	
they	liked	and	there	were	three	things	that	I	focussed	on.	One	was	the	equipment	in	that	
market	was	simple	compared	to	other	people’s,	because	there	is	an	issue	regarding	the	
complexity	of	engines,	anything	with	an	engine	now	it	needs	a	management	system	on	it,	
which	probably	means	you	need	a	diagnostics	tool,	a	laptop	to	fix	it,	theirs	were	very	
simple,	and	they	were	known	for	that.	They	had	big	engines	in	them	so	they	were,	a	bit	
of	grunt	you	know,	that	is	what	people	are	looking	for	in	this	sector	so	they	were	
powerful.		And	I	said	everybody	wants	to,	it	was	a	bit	of	an	aspiration	for	them	at	the	
time	because	they	did	have	some	technical	issues,	but	everybody	wants	a	performance	
out	of	it,	so	I	came	up	with	simple,	powerful	performance	and	that	was	the	strapline	and	
everything	that	I	tried	to	do,	was	focussed	(40.00)	on	delivering	that	message.	Simple,	
Powerful	Performance.		It	was	in	all	the	things.	The	Koreans	struggle	with	Ps	((laughs))	
so	actually	saying	it	would	be	difficult	but	when	you	started	to	hear	people	say	it	back	to	
you,	erm…	then	you	knew	that	you	had	probably	started	to	hit	a	chord,	strike	a	chord	
with	it.		And	they	are	still	using	it	now	it	is	like	10	years	on,	erm…	and	I	think	erm…	one	
of	the	things	that	I	noticed	about	that	was	that,	we	were	able	to	use	the	advertising	in	
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trade	press,	to	deliver	a	message	that	although	on	the	surface	was	aimed	at	an	end	user	
was	actually	in	the	dealer	structure,	was	probably	more	effective	with	the	dealers	and	
they	started	to	believe	it,	and	that	helped	the	company	to	erm…	have	gain	confidence,	
gain	the	confidence	of	their	distributors,	and	I	often	used	to	say	to	them	unless	you	have	
got	a	million	pounds	to	spend	on	a	massive	ad	campaign	you	are	not	going	to	be	able	to	
get	across	the	messages	that	the	likes	of	Toyota	because	they	have	got	such	a	way	ahead	
start,	so	you	need	to	get	it	at	the	grassroots	level	and	the	only	way	you	are	going	to	do	
that	is	by	getting	the	buy-in	of	your	distributors	and	so	this	messaging,	this	sort	of	
focussing	on	that,	was	a	way	of	us	saying	to	the	distributors	oh	look	how	much	we	are	
doing,	we	are	doing	all	this,	but	actually	it	was	as	much	for	their	benefit	as	anybody	
else’s.		You	know	selling	to	them.	Does	that	answer	your	question?	
	
It	does,	no	it	does	thank	you	for	that.		I	am	going	to	stop	the	interview	there	if	that	
is	alright	with	you.		
 
 
SUBJECT B 
	
Can	I	ask	you	by	what	route	did	you	enter	advertising	the	industry?	
	
Subject	B:	Erm…	my	first	jobs	were	in	administration.		And,	I	erm…	the	company	I	
worked	for	which	was	British	Coal	at	the	time,	was	going	through	privatisation	so	the	
early	90s,	and	they	setup	a	fledgling	marketing	department	and	I	was	interested	in	
doing	that	because	it	was	different	to	what	I	was	doing,	just	looked	more	interesting.	So	
I	went	to	night	school	and	did	my	Chartered	Institute	of	Marketing	qualifications,	got		a	
job	in	the	marketing	department	and	from	that	then	went,	worked	for	10	years	in	
marketing	on	client	side,	so	I	worked	mostly	in	the	games	industry	after	that	initial	job	
at	British	Coal.		So,	the	computer	and	video	games	industry,	and	then	erm…	then	I	made	
the	switch	to	erm…	working	for	an	advertising	agency	group	called	Media	Square,	which	
was	a	PLC	which	no	longer	exists	in	that	form,	erm…	and	so	that	is,	and	that’s	how	I	got	
to	work	in	advertising	I	was	basically	taken	on	as	an	account	director	from	working	
client	side	as	a	marketing	manager,	taken	on	as	an	account	director	erm…	and	then	met	
my	business	partner	here,	who	is	the	creative	director	and	as	with	many	agencies	we	
ran	away	and	setup	this	company.	That	was	10	years	ago.		
	
Right.		So,	I	mean	the	next	question	really	[02.12]	I	am	saying	did	you	study	any	
advertising	at	university	level?	
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Subject	B:	No.	I	did	my	marketing	qualifications	were	at	college.	I	don’t	know	what	level	
they	are	at,	they	are	professional	qualifications	by	the	Chartered	Institute	of	Marketing,	
so	I	originally	had	the	certificate	and	the	Advanced	certificate	they	were	called	then.	But	
advertising	wasn’t	actually	covered	in	that	at	all.	
	
Ok,	that	is	interesting.	So	if	you	didn’t	cover	any	advertising	at	all	then	you	will	
have	covered	no	text	that	involved	advertising?	
	
Subject	B:	No	
	
Right	ok.		[02.45]	I	take	it	on	that	basis	then	you	have	never	learned	or	tell	me	if	I	
am	wrong	about	semiotics.	
	
Subject	B:	No.	No.	I	haven’t	been	no.	Not	at	all.	
	
Right	ok.	Do	you	use	any,	when	you	are	constructing	ads	do	you	actually	refer	to	
any	texts,	any	textbooks	or	manuals	or	anything	like	that	to	guide	you?	
	
Subject	B:	This	is	interesting	because	this	is	what	I	am	doing	my	Masters	dissertation	
on.		Not	on	the	creative	development	process	but	on	a	very	small	part	of	it,	the	creative	
decision	making	process.		Erm…	we	follow	erm…	a	kind	of	creative	erm…	briefing	
process,	how	do	we	get	to	the	point	where	we	are	ready	to	start	talking	about	the	
creative,	it	is	this	kind	of	well-worn	route.		Erm…	I	would	have	to	refer	to	the	textbooks	
but	you	can	find	textbook	examples	of	how	you	develop	the	creative	erm…	brief	if	you	
like,	making	sure	that	you	are	covering	who	the	audience	is,	erm…	covering	who	the	
competition	is,	what	is	the	purpose	of	the	advertising	erm…and	then	what	the	
proposition	is.		And	that	is	basically	the	culmination	of	an	insight	that	brings	all	those	
things	together.		And	from	that,	that	creates	the	very	small	starting	point	for	what	the	
creative	ideas	could	be.	And	then	there	might	be	some	other	considerations	that,	there	
might	be	some	practical	considerations	about	budget	or	media	that	you	need	to	be	
aware	of.	So	yes	we	follow	that	process	and	that’s,	it	is	not	really	an	academic	process	it	
is	an	industry	process	and	if	you	look	at	say,	the	IPA,	that	is	a	process	that	they	suggest.	
If	you	look	at	the	textbooks	I	can’t	remember	the	name	of	the	authors	which	is	terrible,	
because	I	have	been	teaching	it	this	year,	on	the	advertising	module,	as	part	of	the	
marketing	degree	at	Hallam.		Erm…	that	process	is	referred	to	in	more	or	less	the	same	
detail,	in	some	of	the	textbooks,	that	you	use	there	as	well	so	we	follow	that	process.	
The	actual	development,	creative	development	process	we	don’t	map	out	any	further	
than	that.	So	it	is	then	a	blank	piece	of	paper	and	it’s	how	do	we	want	it	to	develop	from	
there.	
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Right	ok	that	will	lead	to	some	more	questions	at	the	moment	because	that	is	
quite	interesting	thing	you	mentioned	there.		Erm…	so,	(05.00)	you	mentioned	the	
blank	piece	of	paper.	So	you	have	a	blank	piece	of	paper,	you	have	a	brief,	from	a	
client	what	sort	of	just	talk	me	through	the	process	that	you	go	through	to	
generate	the	ideas	for	the	ad.	
	
Subject	B:	Ok,	it	depends	on	the,	it	depends	on	the	project.		But	if	it	was	say	for	example,	
I	will	give	you	an	example	of	a	client.	One	of	our	clients	is	Costcutter	the	supermarket	
group,	and	they,	we	do	all	their	press	advertising,	their	digital	advertising.	And	they	
have	asked	us	to	look	at	their	TV	advertising.	So	they	want	to	make	a,	they	want	to	make	
a	step	change	in	how	they	do	things.	At	the	moment	they	do	things	at	a	very	entry	level,	
so	they	present	their	offers	and	that	is	it.	Voice	over	and	a	nice	bit	of	music,	and	here	is	
the	tin	of	bakes	beans	and	this	is	how	much	we	are	selling	it	for.		They	want	to	move	
towards	advertising	that	is	more	emotive,	that	builds	the	brand,	has	more	engagement	
with	it,	and	from	our	point	of	view,	we	want	to	make	people	want	to	go	to	Costcutter	as	
a	shopping	experience	rather	than	go	there	just	because	of	the	products.		So	that	is	our	
starting	point,	so	we	are	over	here	with	we	want	to	make	people	go	to	Costcutter,	the	
client	is	over	here	with	the	brief	saying	we	need	to	sell	these	Heinz	baked	beans	because	
they	paid	us	to	put	it	on	TV.	And	then,	the	starting	point	is	somewhere	in	the	middle	of	
that.		So	how	we	approached	it	on	this	occasion	it	is	not	always	like	this,	but	this	would	
be	the	ideal	occasion,	is	for	the	account	handler	to	write	the	creative	brief	based	on	the	
client	brief.	And	so	that	covers	the	things	I	mentioned	before.	Who	the	audience	is,	what	
the	objects	are,	what	the	proposition	is,	and	that	proposition	is	then	checked,	by	me	so.	
Now	I	wrote	the	brief	and	I	was	checking	it	as	well,	so	sometimes	there	is	a	crossover,	
so	the	brief	is	checked	before	it	gets	chucked	in	with	the	creative	team.	But	what	we	did	
in	this	case,	because	it	was	a	new	client	with	a	new	opportunity,	the	whole	of	the	agency,	
and	it	is	not	a	big	agency,	there	is	only	6	of	us,	all	sat	round	the	table	behind	you,	and	we	
went	right	this	is	the	brief,	and	in	very	short,	in	very	short	time	we	summarised	the	
brief.	This	is	what	we	want	people	to	do	and	how	we	want	them	to	feel,	how	can	we	
bring	that	to	life	and	then	we	discussed	ideas	and	we	chucked	them	round	and	we	did	
what	we	call	leapfrogging,	which	is	we	don’t	discuss	the	quality	of	the	ideas.	There	is	a	
phrase	that	we	use	and	it’s	called	getting	the	shit	out,	so	you	have	to	say	the	most	
obvious	and	the	most	banal	stuff	you	have	just	got	to	get	it	out,	because	if	you	don’t	then	
it	doesn’t	lead	to	anything	else.		So	someone	might	say	something	that	is	really	crap,	and	
very	poor	and	we	would	never	discuss	in	front	of	a	client	but	that	is	fine	because	
without	removing	that	barrier	it	doesn’t	open	the	floodgates.	So	we	use	this	rather	crass	
term	getting	the	shit	out.	
	
A	bit	like	brainstorming	that	kind	of…	
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Subject	B:	It	is	like	brainstorming	yes,	it	is	throwing	ideas	around	and	then	someone	
picking	up	on	a	word	that	someone	has	said,	well	what	about	if	we	did	this,	and	then	we	
might	be	plugged	into	the	internet,		we	might	look	at	what	Sainsbury’s	are	doing,	did	
anyone	see	that	John	Lewis	ad,	and	jump	around	and	then	and	by	going	up	different	cul-
de-sacs	and	kind	of	mind	mapping	and	writing	ideas	down,	on	bits	of	paper	with	pencils,	
we	will	start	building	up	a	flow	and	we	will	find	that	we	will	probably	have,	we	ended	
up	with	probably	about	12	routes,	12	ideas,	12	very	high	concepts	of	what	we	could	do	
with	it.	And	we	know	from	experience	that	certain	things	would	be	very	expensive,	
certain	things	will	be	very	cheap,	certain	things	will	be	very	challenging,	certain	things	
were…	had	been	done	before	but	maybe	by	someone	else	in	a	different	market,	so	you	
are	borrowing	ideas	or	stealing	ideas	if	you	like	from	other	people	but	that	is	the	
process.		And	then	it	is	filtered	down,	and	we	probably	want	to	get	to	about	5	or	6	that	
we	will	present	to	the	client,	and	so	we	will	leave	that,	and	we	will	then,	there	is	a,	just	
to	be	academic	about	it,	the	process	that	we	have	there	is	a	kind	of	a	messy	nature	to	
creative	development.		There	is	an	area	where	you	don’t	know	whether	you	have	got	it	
right,	so	what	we	do	is	create	those	ideas	then	we	leave	it	we	walk	away	from	it,	we	go	
and	work	on	something	else.		And	then	the	lead	team	so	that	is	me	and	Chris	the	
creative	director	on	this	project,	will	then	come	back	and	review	all	those	12	/	15	ideas	
and	we	will	go	no,	no,	yes	that	has	got	legs,	no,	no	so	we	let	them	settle	and	let	the	ideas	
develop	and	sit	in	your	brain,	because	you	are	working	on	it	without	thinking	about	it	as	
well.	And	then	from	that	we	will	then	develop	the	ideas	more,	we	will	do	a	little	bit	of	
script	writing,	bit	of	copywriting,	do	some	visual	research,	we	might	speak	to	a	
production	company	about	cost	if	we	are	suggesting	something	erm…	that	might	be	
quite	costly.	We	might	have	a	chat	with	a	few	suppliers,	and	then	from	that	we	would	
present	the	concepts	to	the	client.		
	
Right,	the	next	one	really	you	have	answered	already	for	me	because	I	am	saying	
when	devising	an	ad	do	you	visual	the	completed	ad	from	the	start	or	is	it	a	
building	process.		What	you	are	telling	me	it	is	clearly	a	building	process	in	a	
series	of	stages	isn’t	it?	
	
Subject	B:	Yes	because	otherwise	you	get	caught	up	in	the	craft,	(10.00)	and	the	craft	is	
different	to	the	concept.		Erm…	and	what	you	were	talking	about	earlier	about	erm…	we	
don’t	have	artists	in	the	same	way	that	we	used	to,	we	used	to	have	commercial	artists,	
who	had	craft	who	could	do	an	amazing	of	someone	riding	a	bike	for	Raleigh	and	it	
would	be	like	a	piece	of	art	but	it	would	be	to	sell	a	product,	commercial	craft.		Now	the	
first	thing	you	have	got	to	do	is	decide	erm…	what	is	the	scene	with	the	bicycle	in,	what	
does	the	person	look	like,	why	are	they	riding	and	tell	that	story,	make	sure	that	you	are	
comfortable	with	that,	and	that	you	can	sell	it	as	well	it	has	to	be	appropriate.		And	if	the	
appropriateness	box	is	ticked	can	we	sell	it,	can	we	afford	it,	erm…	do	we	want	to	do	it	
as	well	that	is	important,	erm…	because	there	is	a	lot	of	pain	in	advertising	so	you	have	
got	to	be	motivated	to	want	to	make	it	happen.	Then	once	those	boxes	are	ticked	then	
you	end	up	with	a	short	list	and	then	they	are	further	refined.	And	further	refined.	And	
further	refined	as	you	go	through	the	kind	of	client	engagement	process.		
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Right.		The	next	one	really	again	you	have	partly	answered	it,	but	I	would	like	to	
get	your	comments	on	this	one.	I	am	asking	you	to	what	extent	does	your	
approach	differ	according	to	whether	you	are	promoting	a	brand,	you	are	brand	
advertising	or	just	a	particular	product.	
	
Subject	B:	It	doesn’t	at	all.		It	doesn’t	in	the	slightest.	That	is	our	approach.		Our	
approach	is	we	are	always	trying	to	tell	a	story,	which	is	the	kind	of	language	that	you	
will	hear	a	lot.	But	for	example,	erm…	I	am	just	trying	to	think	of,	erm…	some	
advertising	that	we	have	done	recently.		We	have	just	launched	Lincoln	Castle.	Lincoln	
Castle	has	just	spent	£22	million,	on	a	development	and	it	has	got	certain	products.	The	
products	are	they	have	got	a	wall	walk	you	can	walk	round	the	medieval	walks,	you	can	
go	to	a	Magna	Carta	exhibition	they	have	got	a	Magna	Carta	and	it	is	in	a	vault,	they	have	
got	a	Victorian	Prison.	They	are	products	and	Lincoln	Castle	is	the	brand	that	brings	
those	altogether.		We	have	the	same	creative	development	approach	whether	we	are	
talking	about	visit	Lincoln	Castle,	or	we	are	talking	about	visit	the	Magna	Carta.		So	it	is	
exactly	the	same	creative	development	process.	There	is	no	difference	for	us	between	a	
brand	and	a	product	because	they	have	the	same	attributes.	They	have	to	have	some	
personality,	they	have	to	talk	in	a	certain	way,	in	terms	of	advertising	they	have	to	take	
you	through	the	same	process,	if	you	use	the	AIDA	process,	attention	Interest,	Desire,	
Action	you	have	still	got	to	take	them	through	that	process	to	get	someone	to	engage	
and	then	act	based	on	the	advertising	so	it	makes	no	difference	at	all.		Although	people	
will	refer	to	brand	advertising	versus	say	a	product	advertising,	and	it	might	be	a	brand	
advertising,	it	might	not	talk	about	price	or	place,	it	will	talk	more	about	we	want	you	to	
want	to	buy	this	brand	or	engage	with	this	brand	and	maybe	the	price	isn’t	that	
important	at	that	point.	That	will	be	the	only	difference,	but	that	is	a	craft	difference,	
executional	difference	it	is	not	a	creative	development	difference.			
	
I	see.		Yes	I	was	erm….	one	of	the	things	I	had	in	mind	was	if	I	look	at	a	Versace	ad,	
it	is	not	telling	me	anything,		it	is	not	giving	me	any	information	whatsoever.	
When	I	contrast	that	with	something	I	see	in		trade	journals,	very,	very,	very,	very	
detailed,	in	terms	of	what	they	are	selling	for	what	kind	of	price.	But	what	you	are	
telling	me	it	is	still	the	same	process	that	you	are	following	through?	
	
Subject	B:	Well	if	you	go	right	back	to	the	beginning	on	how	you	develop	the	creative	
brief,	and	if	you	have	understood	the	audience	and	you	have	understood	what	the	
purpose	is	of	the	brief,	and	then	you	have	developed	the	proposition,	if	a	trade	ad	is	
talking	to	a	specialist	audience,	who	knows	that	they	are	going	to	buy	this	widget	this	
electrical	pump	then	their	interest	is	about	what	is	the	voltage,	what	is	the	wattage	how	
many	have	you	got	in	stock,	can	I	get	it	tomorrow,	how	do	I	fit	it,	have	you	got	the	
technical	plans	because	that	is	their	motivation.		With	Versace	the	motivation	is	does	it	
make	me	look	good,	does	it	make	me	feel	good	erm…	does	it	reflect	how	I	want	other	
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people	to	perceive	me	it	is	still	a	tick	box,	of	things	it	is	still	the	same	process,	it	might	be	
delivered	in	a	different	way,	erm...	and	it	may	well	not	obviously	say	anything	but	
actually	by	not	doing	that	it	is	saying	quite	a	lot,	quite	a	lot	as	well.		So	in	terms	of	the	
process,	there	is	very	little	difference.	And	if	someone	was	to	come	along	and	do	a	trade	
ad	that	was	like	a	Versace	ad,	then	you	could	argue	well	have	you	understood	the	
audience	properly	for	that.	But	you	may	well	do	a	Versace	ad	as	a	trade	ad	because	you	
go	well	that	gives	us	a	point	of	difference.		That	creates	the	attention	part	of	the	AIDA	
model	and	makes	it	stand	out,	makes	someone	engage	with	it	and	maybe	will	then	push	
them	out	to	the	website	for	that	detail.	So	they	are	the	kind	of	considerations	it	is	not,	it	
is	not	black	and	white.	(15.00)		But	I	can	see	why,	why	a	trade	ad	might	be	seen	as	more	
working,	more	average	it	is	because	the	audience,	that	is	what	the	audience	want	to	
consume	to	make	them	react	to	it.		
	
Yes.		Thank	you	that	is	interesting.		The	next	one	I	don’t	think	you	will	be	able	to	
answer	because	I	am	saying	to	you	what	role	does	semiotics	play	in	your	process	
of	forming	ideas	by	the	sound	of	it,	it	doesn’t	really	because	you	have	not	engaged	
with	semiotics	you	come	from	a	different	background	to	some	of	my	other	
interviewees	so	unless	you	have	got	any	comments	to	make	on	that.	
	
Subject	B:	Well	you	just,	well	just	explore	it	a	bit	further	what	do	you	mean	by	
semiotics	then	in	terms	of	advertising.	
	
The	notion	of	signification,	I	am	going	back	to	some	of	the	theory	stuff	that	some	
of	the	advertisers	have	done	on	marketing	and	advertising	courses.		Where	they	
are	looking	at	structuralism,	they	are	looking	at	erm…	Saussure’s	notion	of	what	
constitutes	a	sign,	going	up	to	engaging	with	cultural	myths	folklore	and	so	on.	I	
am	guessing	that	that	is	not	something	that	you	think	about	particularly?	
	
Subject	B:	Well	we	might	do	without	realising	it.		And	I	think	probably	people	do	
engage	with	semiotics	and	symbolism	and	add	colours	but	without	actively	thinking	
about	it.	There	is	a	lot	of	implicit	processes	in	creative	developments,	that	aren’t	made	
explicit.		But	in	terms	of	process	no,	we	don’t	go,	this	is	a	red	advert	because	it	signifies	
this.		We	might	make	it	a	red	advert	because	deep	down	culturally	that	works	for	us	and	
so	wouldn’t	in	Indonesia	or	somewhere	like	that	where	it	means	something	else.	So,	so	
yes	and	no	to	that	answer	I	wouldn’t,	I	think	if	you	were	to	dig	deep	I	bet		you	would	be	
able	to	find,	if	there	is	a	truth	about	that	subject	area	if	there	is	an	underlying	truth	that	
it	exists,	naturally	then	I	bet	we	do	in	some	ways.	
	
But	it	is	intuitive	rather	than	following	some	kind	of	technical…	
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Subject	B:	Exactly	yes.			
	
That	is	more	what	I	would	expect.	Yes.			Erm…	you	told	me	a	little	bit	about	your	
processes	what	was	the	last	advertisement	that	you	did,	do	you	remember	what	it	
was?	Or	have	you	got	several	ongoing	at	one	time.	
	
Subject	B:	Yes	we	have	got	loads	going	on.	We	have	just	placed	some	ads	for	Costcutter,	
for	some	of	their	barbeque	products	meats	and	stuff	like	that,	and	sauces	and	stuff.	
Press	advertising.		And	we	have	just	placed	a	radio	ad	for	them	as	well.	Erm…	once	
again	it	is	entering	barbeque	season	but	that	was	a	completely	different	approach	
because	it	was	a	different	audience.		It	was	on	Talksport	Radio		erm…	and	we	have	just	
placed	a	load	of	ads	for	Lincoln	Castle	as	well,	so	there	is,	there	is	a	number	going	on	at	
the	moment.			
	
Right,	erm…	when	you	get	briefs	from	clients,	I	take	it,	I	mean	what	is	the	sort	of	
variation	in	that	then	from	the	client	are	they	very	specific	as	to	what	they	want	
or	do	you	get	a	lot	of	freedom	to	come	up	with	what	you	feel	like	coming	up	with	
or	is	it	somewhere	in-between	or	does	it	vary?	
	
Subject	B:	It	varies.	It	depends	on	the	relationship	you	have	got	with	the	client.	Most	
clients	we	spend	a	lot	of	time	in	trying	to	shape	how	they	think	about	how	they	brief	us	
and	what	we	require.	What	we	require	from	the	client	and	these	are	the	conversations	
that	we	have	with	them	is	things	simply	around	what	are	the	objectives	of	the	adverts,	
and	then	we	work	backwards	from	that	and	ask	questions.		Who	is	the	audience.		Do	you	
understand	the	audience.		Do	you	have	any	insight	for	the	audience.		Do	you	currently	
have	a	positioning	for	yourselves	that	you	want	to	reinforce,	and	some	people	do	and	
some	people	don’t	and	so	you	are,	you	are	creating	that	so	it	is	very	different.	Some	
clients	will	send	you,	this	is	a	slight	exaggeration	for	effect	but	they	will	send	you	a	10	
page	brief,	that	is	useless	and	the	conversation	that	you	have	with	them	in	the	corridor	
is	the	most	useful	conversation	that	you	have	as	you	are	leaving	the	briefing	meeting.	
Other	clients	will	just	ring	up,	we	did	some	for	an	automotive	company	called	Ring	
Automotive	before	Christmas,	they	rang	up	3	days	before	Christmas	to	say	we	need	
some	ads,	and	this	is	what	we	are	trying	to	do.		And	we	did	the	ads	and	it	was	done	and	
that	works	just	as	well.	Because	whatever	they	chuck	at	us	we	go	through	our	process,	
so	it	doesn’t	matter	how	it	starts	we	break	it	down	into	our	creative	briefing	process.	So	
it	is	a	real	mix	but	those	clients	who	we	work	with	over	time,	start	briefing	us	on	the	
objectives,	the	tone,	the	theme,	this	is	what	we	are	trying	to	achieve,	this	is	what	we	
want	to	do	differently,	or	we	want	more	of	the	same	so	we	try	and	make	it	really	simple.	
I	haven’t	had	a	client	say	to	me	I	want	an	ad	that	looks	like	this	and	does	that	and	this	is	
the	headline.	
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You	haven’t	had	that?	No.	
	
Subject	B:	I	was	going	to	say	not	for	a	long	time.	I	remember	when	I	was	a	young	
product	manager,	that	was	in	my	early	20s	and	I	was	briefing	agencies,	then	which	was	
20	years	ago,	erm…	(20.00)	then	probably	that	was	when	a	lot	of	that	happened	and	I	
was	probably	doing	that	where	you	would	go	this	is	the	product,	this	is	what	it	looks	
like,	can	you	put	it	together	for	us.		Erm…	but	I	can’t	remember	the	last	time	that	passed	
my	desk	someone	doing	that.	But	that	might	be	because	of	how	we	initially	engage	with	
clients	and	we	are	very	upfront	about	how	we	work	and	it	is	important	that	we	work	
like	this	way.	Maybe	that	is	what	attracts	clients	to	appoint	us	and	when	they	are	
looking	at	the	work	that	we	have	done	in	our	credentials	and	they	say	well	how	did	you	
do	that	and	we	explain	then	they	go	oh	ok	well	we	will	back	off	then	and	we	will	give	
you	what	you	need	to	achieve	that.		So	yes	that	hasn’t	happened	for	a	fairly	long	time	so	
the	briefing	is,	just	to	go	back	to	try	and	answer	the	question	more	clearly,	the	briefing	
is	quite	wide	ranging	in	how	it	happens	but	it	is	very	rare	that	people	tell	us	what	to	do.			
We	try	and	get	them	to	tell	us	what	they	want	it	to	do.	
	
And	then	they	trust	you	to	come	up	with	something	that	you	think	is	going	to	
work?	
	
Subject	B:	Yes	and	normally	erm…	if	we	are	entering	new	ground,	or	it	is	a	new	client	
we	will	do	multiple	options	we	will	investigate	different	areas,		we	will	go	to	the	
extreme,	of	either	end	we	will	go	safe,	we	will	go	somewhere	in	the	middle	just	to	show	
that	we	have	covered	the	ground.		Erm…	if	we	are	in	a	very	strong	relationship	with	the	
client	where	we	can	read	each	other’s	minds,	we	can	brief	without	talking,	then	we	
might	just	turn	it	round	very	quickly	and	go	there	you	go	and	because	we	know	where	
we	are,	erm…	so	it	all	depends	on	the	client	relationship	and	the	needs	of	their	business.	
	
Right,		erm…		you	have	already	answered	a	large	part	of	this	one.		I	am	saying	to	
you	to	whom	is	your	advertising	directed	and	of	course	your	case	you	are	dealing	
with	Costcutter	then	obviously	it	is	the	general	public	as	opposed	to	any	
particular	audience,	or	am	I	wrong	about	that.	Do	you	actually,	are	you	able	to	
identify	a	particular	audience	and	think	we	are	aiming	this	at	you	as	opposed	to	
someone	else?	
	
Subject	B:	Yes,	yes	once	again	there	is	subtleties	within	that	for	example	we	have	just	
done	some	radio	advertising	for	Costcutter,	and	we	have	got,	they	have	a	very	strong	
erm…	alcohol	and	barbeque	meat	offer	at	the	moment	so	that	says	to	us	in	broad	
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brushstrokes	that	could	apply	to	men,	appeal	to	men.	It	could	equally	apply	to	women	
planning	food	as	well.	The	media	buyer	who	is	a	separate	organisation	went	well	why	
don’t	we	look	at	some	erm…	male	radio	stations	like	Talksport.		Well	that	is	a	great	idea,	
the	client	said	yes	let’s	do	that.		So	we	put	together	a	very	male	orientated	ad	that	was	
very	tongue	in	cheek,	about	barbeque	meats	and	stuff	like	that	and	alcohol.		And	so	we	
identified	the	audience	very	clearly.		And	you	can	do	that	if	you	have	got	a	route	to	that	
very	clear	audience.		If	for	example	if	we	are	advertising	in	the	tabloids	or	broadsheets	
the	Daily	Mail	or	the	Daily	Mirror	or	something	like	that	you	can	pick	sections	of	that	
where	you	might	go	into	a	lifestyle	or	a	food	section,	so	you	might	be	appealing	more	to	
women,	erm…	you	could	go	into	the	sports	pages	or		you	could	go	run	of	paper,	where	it	
is	to	everyone.	And	so,	on	one	level	yes	you	can	identify	the	audience,	but	you	are	not	
identifying	the	audience	in	a	very	granular	way	it	is	really	it	is	men	((laughs))	women,	
women	who	shop	for	a	family	then	it	becomes	a	bit	more	detailed.	Men	who	like	sport	
with	their	mates	so	it	becomes	a	bit	more	detailed.		And	occasionally	say	if	we	are	
working	say	with	erm…	we	do	work	with	Destinations	as	well,	like	Visit	Peak	District,	
you	may	well	go	well	we	are	going	to	talk	to	families	with	young	children	under	6,	who	
need	a	certain	type	of	accommodation.		Or	want	to	feel	as	though	there	is	something	for	
them	to	do	if	it	rains,	it	becomes	more	detailed	then	and	then	we	might	write	pen	
portraits	which	aren’t	scientific,	sometimes	they	are	pseudoscientific	in	that	there	is	
organisations	that	identify	different	audiences	and	what	makes	them	up,	and	we	might	
use	those	and	then	rewrite	those	pen	portraits	so	that	we	can	just	get	into	the	mind	of	
the	consumer.		But	a	lot	of	that	is	about	showing	the	client	that	we	have	understood	
what	their	needs	are,	rather	than	just	the	consumer.	Erm…	so,	once	again	to	answer	
your	question	do	we	have	a	particular	audiences	in	mind	yes,	sometimes	they	are	very	
broad	men,	sometimes	they	get	a	bit	more	detailed.		Erm…	yes.		
	
Yes	I	mean	so	clearly	then	it’s	I	suppose	unavoidable	that	you	will	have	to	engage	
in	some	degree	of	stereotyping	of	people	because...	
	
Subject	B:	Oh	absolutely	yes.				Yes	I	mean	the	whole	purpose	of	marketing	is	mass	
communication,	because	you	can’t	sell	directly	because	there	isn’t	the	time	(25.00)	or	
the	money	for	me	to	sit	down	with	you	and	find	out	what	you	really	want	and	how	you	
want	to	be	sold	this	product	so	I	have	to	take	broad	brush	strokes.		And	that	is	the	way	
that	the	communication	channels	are	developed	as	well.	We	are	acutely	aware	of	that,	
and	you	have	to	be	careful	sometimes	about	how	you	create	your	stereotypes	in	your	
own	mind,	but	we	have	always	got	the	consumer	in	our	mind	and	we	are	always	
discussing	and	arguing	about	well	would	housewives,	and	it	is	terrible	word,		
housewives	like	that,	what	do	you	mean	by	a	housewife.		Well	someone	who	is	shopping	
for	the	family,	ok	might	not	be	a	woman	then,	might	be	a	man,	it	could	be	anyway	so	yes	
it	can	become	quite	complicated.	
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Ok	obviously	you	are	using	images	and	you	are	using	words,	how	do	you	ensure	
that	what	steps	do	you	take	to	make	sure	that	what	you	are	doing	is	actually	
understood,	they	are	getting	it,	what	you	are	saying?	
	
Subject	B:	Ok	in	terms	of	comprehension.	Well	sometimes	we	test	creative	so	we	do	
focus	groups.	At	the	moment	we	have	got	erm…	erm…	a	piece	of	research	being	done	by	
Costcutter	on	our	current	campaign	that	is	running	with	an	organisation	called	
Millwood	Brown	who	do	a	lot	of	consumer	testing.	And	they	test	for	everything	from	
comprehension,	through	to	brand	relevance	and	lots	and	lots	of	different	details	and	
they	do	this	on-line	with	100	–	150	different	people	looking	at	the	advertising.		
Previously	with	campaigns	say	last	year	we	did	some	focus	group	testing,	not	just	of	the	
campaigns	but	just	to	get	a	greater	understanding	and	use	the	campaigns	as	a	mirror	to	
hold	up	to	that	audience,	so	that	is	when	there	is	the	budget	to	do	it	and	it	is	worth	
doing	it	as	well.	So	if	you	are	spending	half	a	million	pounds,	on	media	then	it	is	
probably	worth	doing	some	testing.		Erm..	if	you	are	spending	a	million	pounds	over		
year	then	it	is	probably	worth	doing	some	testing.		Erm…	if	for	example	say	with	Lincoln	
Castle	who	don’t	have	such	large	budgets,		the	creativity	we	did	for	them	was	new	and	
innovative	for	them,	then	we	just	work	with	the	client	to	make	sure	that	the	
comprehension	was	there	and	people	within	the	client	team	and	we	knew	from	our	
craft	not	the	concept,	about	how	an	ad	should	work	properly	and	how	it	is	
comprehended	and	so	it	is	a	real	mix	again	between	people	spending	£20,000	on	
research	to	people	going	up	and	down	the	corridor	with	it	and	asking	people	what	they	
think.	And	both	are,	both	are	equally	as	valid,	if	not	as	robust.		
	
Yes,		Ok.		I	have	asked	this	is	one	of	these	again,	it	is	a	semiotics	one	I	was	I	saying	
how	if	at	all	do	you	use	symbolism	and	icons	I	think	you	have	already	sort	of	
pretty	well	covered	that	for	me.	
	
Subject	B:	Good	if	that	has.	I,	I…	I	bet	if	you	broke	down	our	processes	and	our	if	you	
could	look	into	our	heads	I	bet	we	would	be	using	semiotics,	in	some	way	but	not	
actively.	Or	not	explicitly.		
	
I	will	give	you	an	example	of	one	I	spoke	to	yesterday	he	is	a	chap	in	Doncaster,	he	
was	a	trade	advertiser.		And	he	was	doing	a,	was	preparing	an	ad	about	from	a	
local	firm	that	actually	now	covers	nationwide,	and	so	he	shoved	in	pictures	of	the	
statue	of	Robin	Hood	in	Nottingham,	of	the	Humber	Bridge,	of	Trafalgar	Square	
showing	different	parts	of	the	country	all	made	into	a	collage	shaped	like	the	map	
of	the	UK.	So	that	was	his	attempt	at	using	symbolism	to	show	the	national	nature	
of	it	all.		So	that	is	the	kind	of	thing,	and	I	would	imagine	that	you	would	go	for	a	
similar…	
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Subject	B:	If	you	want	to	hold	on	for	a	second	I	will	just	get	someone	to	grab	an	ad	and	I	
will	show	you,	and	I	think	that	will	just,	just	hold	on	one	second.		
	
		
I	will	just	show	you	off	our	website.	I	said	earlier	we	did	some	advertising	just	before	
Christmas	for	an	automotive	company,	and…	this	was	a	very	quick	turnaround	but	we	
went	through	erm…	we	went	through	our	creative	process,	there	you	go.		Right,		
	
First	Aid	for	cars	(30.00)	and	there	we	have	a	diagnostic	machine	wired	up	to	a	
car.		
	
Subject	B:	The	heart	of	a	car	almost.		
	
Yes,	yes.	
	
Subject	B:	And	so	you	can	see	that	we	are	using	this	kind	of	symbolism	to	show	the	
importance	of	this	product,	but	we	are	not	going	through	a	process	where	we	are	
actively	engaged	with	that	so	we	are	using	in	this	instance	anyway	symbolism	very,	very	
strongly.		
	
Yes	you	have	got	a	parallel	there	which	is	[30.23]	interesting	thank	you	for	that	
yes.	
	
Subject	B:	So	hopefully	that’s	shown	where	from	what	you	say	I	think	we	do	do	it	but	
we	are	not,	we	are	not	kind	of	breaking	it	down	and	using	it	explicitly.	
	
No	I	can’t	see	how	you	can’t	use	it	but	anyway.		Last	question	of	all	if	you	are	
advertising	a	specific	product	you	told	me	that	you	don’t	tend	to	do	that	so	much,	
erm…	how	do	you	tap	into	people’s	pre-existing	knowledge	of	the	product	or	even	
of	the	brand	is	there	any	way	that	you	can,	do	you	think	to	yourself	they	already	
know	this,	how	do	you	know	what	they	know	and	how	do	you	tap	into	that?	
	
Subject	B:	Well	either	from	the	client	telling	us	that	this	is	how	the	product	is	received,	
and	is	understood	and	is	comprehended,	and	sometimes	they	tell	us	what	the	problems	
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are	with	it	and	that	might	be	derived	from	their	own	research	or	it	might	be	derived	just	
from	their	own	experience	so	we	get	told	that.		Erm…	so	say	for	example	with	this,	
erm…	I	can’t,	that	is	a	poor	example.	So	we	either	get	told	it	or	we	make	assumptions	
that	the	product	is,	or	the	type	of	product,	the	product	category	is	understood.		And	if	it	
is	a	brand	new	erm…	product	that	has	never	been	seen	before,	then	that	would	be	a	
different	problem	to	solve	than	if	it	is	just	another	product	within	a	category	that	is	well	
understood.		So	I	think	we	are	just	making	assumptions	as	to	how	people	understand	it	
unless	we	are	told	differently.			
	
Yes.	Right	erm…	I	think	you	have	pretty	much	answered	all	my	questions	and	
thank	you	for	that.		
	
Subject	B:	Good.		
 
SUBJECT C 
	
So	my	first	then	is	I	want	to	move	sequentially	the	first	part	is	about	you	
personally,	what	route	did	you	enter	the	advertising	industry?	
	
Subject	C:	Well	I	did,	erm…	I	suppose	erm…	the	first	point	was	being	good	at	art	at	
school	really	so,	erm…	in	terms	of	copywriting	I	have	come	through	an	indirect	route	in	
a	sense,	erm…	and	I	studied	the,	my	A	levels	were	English,	literature	and	art	and	history.		
So,	I	always	intended	to	do	erm…	to	do	art	and	I	intended	at	quite	an	early	age	I	guess	to	
go	into	graphic	design.		Erm…	which	I	then	went	to	erm…	college	and	did	a	foundation	
course,	an	art	foundation	course,	kind	of	specialised	in	graphic	design,	then	I	went	to	
the	University	of	Humberside,	and	did	a	degree	in	graphic	design.		Erm…	at	that	point,	I	
entered	the	industry	in	so	this	is	erm…	kind	of	1993,	I	entered	the	industry	erm…	as	a	
graphic	designer	so	in	a	sense	I	had	absolutely	no	responsibility	for	copy	if	that	makes	
sense.	Erm…	through	that	I	erm…	started	my	own	business	because	there	was	no	jobs	at	
that	point,	very	much	like	now	in	many	ways,	although	I	think	it	is	harder	now	than	it	
was	then.		Erm…	and	quite,	I	suppose	quite	quickly	and	as	being	a	graphic	designer,	was	
always	about	what	it	was,	what	the	message	was,	for	me	so	I	wasn’t,	I	wouldn’t	say	I	was	
a	pure	graphic	designer	actually	I	was	always	more	of	an	art	director	if	you	understand	
the	difference	between	an	art	director	and	a	graphic	designer.	
	
Can	you	explain	it	for	me	do	you	mind?	
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Subject	C:	Yes,	a	graphic	designer	I	would	say	the	remit	of	a	designer	is	to	make	things	
look	pretty	and	make	them	look	legible	and	adhere	to	whatever	style,	form,	however	it	
needs	to	conform	to	whatever	style.	I	am	not	being	very	clear	here.		
	
Is	that	through	the	brief?	
	
Subject	C:	I	would	say	a	designer	is	given	a	set	of	copy	erm…	a	brief	around	how	it	
needs	to	look	and	what	the	audience	is	and	then	they	would	design	a	piece	accordingly.		
Whereas	an	art	director	would,	would	be	more	about	setting	the	style,	and	an	art	
director	would	be	more	concerned	about	the	piece	as	a	communication	rather	than	just	
a	visual	style	kind	of,	as	a	flat	piece	of	paper	it	would,	an	art	director	would	be	more	
concerned	about	how	that	kind	of	communicates	to	an	audience.		So,	I	would	say	from	
the	very	start	I	was	more	of	a,	I	had	leanings	towards	being	a	graphic,	an	art	director,	
than	a	graphic	designer.			And	one	of	my	first	jobs	actually	I	was	asked	that	question	by	
the	creative	director,	are	you	a	designer	or	an	art	director,	and	I	didn’t	really	
understand	the	difference	at	that	stage	but,	and	I	think	there	is	a	lot	of	overlap	in	that	as	
well	erm…	but	I	think	yes	I	would	say,	designer	is	purely,	is	a	visual	artist,	a	visual	crafts	
person	whereas	I	think	an	art	director	is	much	more	around	the	message	and	how	that	
works	as	an	advertising	communication	if	that	makes	sense.	
	
It	does	yes.		
	
Subject	C:	So,	erm…	so	I	mean	in	terms	of	my	progression	I	started	as	a	graphic	
designer,	I	worked	my	first,	I	setup	my	own	business,	worked	in	that	for	about	a	year	
and	then	I	got	a	job	which	was	always	the	intention.	My	first	job	actually	was	on	erm…	a	
listings	magazine,	a	What’s	On	magazine,	which	erm…	which	was	again	established	from	
scratch	so	I	did	all	the	identity	and	all	of	the	visual	of	it,	erm…	and	it	was	called	Brag	
Magazine	((laughs))	and	it	existed	for	about	a	year	before	the	parent	company	ran	out	
of	money	basically,	but	it	kind	of,	it	developed	quite	a	good	name	and	a	reputation	in	the	
year	(5.00)	that	it	existed	and	ironically	it	become,	it	got	to	the	point	where	it	was	at	
least	covering	its	expenses	by	the	time	it	was	closed	down	but	it	had	incurred	so	much,	
so	many	losses	in	getting	there,	the	parent	company	didn’t	have	deep	enough	pockets	
and	didn’t	understand	the	magazine	world	enough	really	to	go	into	as	a	venture,	but	
they	learnt	from	that	mistake	by	going	bust	basically.	So	from	that	point	I	then	entered	
the	agency	world,	my	first	job	was	in	a	cowboy	outfit	quite	frankly,	erm…	and	I	think	I	
was	there	3	or	4	months	and	that	went	under	as	well.		Erm…	but	I	jumped	ship	quite	
successfully	and	I	was	very	much	a	designer	there	I	would	say.	And	then	I	jumped	ship	
erm…	and	I	joined	quite	a	well,	quite	a	well-known	agency	in	Leeds	called	Outside	the	
Box,	and	that,	that	was	the	first	point	actually	where	I	went	into	an	environment	that	I	
would	consider	a	professional	agency	environment.		And	there	was	a	distinction	
between	copy	and	design	and	what	we	were	doing	as	designers	and	art	workers	as	such	
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and	I	would	like	to	think	I	have	always	personally,	I	have	always	had	erm…	an	eye	or	a	
nose	for	copy	and	being	able	to	write	copy	and	write	headlines	and	then	actually	write	
the	job	as	it	goes	through.	And,	it	was	noticed	quite	quickly	when	I	got	to	Outside	the	
Box	that	erm…	I	think	the	studio	manager	once	quipped	she	said	oh	it	doesn’t	really	
matter	if	you	are	not	much	of	a	designer	or	art	worker	because	you	can	write,	and	I	was	
like	oh	that	is	quite	a	nice	thing	to	say	but	I	always	considered	myself	a,	a	designer	art	
director	first	and	a	writer	second.		So	at	that	agency	so	I	think	this	is,	I	think	this	is	
probably	kind	of	quite	indicative	of	how	copy	is	treated	in	the	provinces	as	such,	so	we	
didn’t,	that	agency	which	was	quite	a	big	agency	at	the	time,	and	still	is	quite	a	name	in	
Leeds,	erm…	sort	of	20	years	later	they	didn’t	employ	a	copywriter,	it	was	kind	of	
cobbled	together	quite	frankly	by	the	account	managers	and	the	client.	And	the	fact	that	
I	would	then	actually	sort	of	look	at	the	copy	and	try	and	dissect	it	and	make	
recommendations,	was	almost	a	revelation	at	that	point.		Erm…	again,	in	the	early	part	
of	my	career	I	flitted	around	a	lot,	and	sought	other,	other	better	opportunities,	and	
quite	quickly	I	think	I	only	stayed	there	6	months	and	the	creative	director	got	
headhunted	to	go	and	work	at	McCann	Ericson	in	Manchester	so	I	followed	him	about	a	
month	later	and	got	a	job	there.		And	now,	that,	that	obviously	McCann	Ericson	
Manchester,	I	don’t	know	I	you	know,	but	I	mean	they	were	at	the	time	and	I	think	they	
probably	still	are	the	biggest	agency	outside	London.		So,	based	over	in	Prestbury	just	
south	of	Manchester,	I	think	there	were	like	300	people	there	at	the	time,	and	I	am	not	
sure	what	the	numbers	are	now	but	I	think	it	is	quite	similar	to	be	honest.		And	at	that	
point,	that	was	my,	that	was	the	first	time	as	a	designer	because	I	was	still	a	designer	
then	I	would	say	that	I	encountered	copywriters	who	just	wrote	copy.		And,	erm…	we	
were,	I	don’t	know,	if	I	am	going	into	too	much	detail	do	forgive	me.	
	
No	it’s	fine.	Please	carry	on.	
	
Subject	C:	At	that	point,	erm…	I	went	into	a	kind	of,	a	self-contained	unit	really,	so	there	
was	the	creative	director	who	I	followed	over,	there	was	a	copywriter	who	was	of	a	
senior	level,	and	then	there	was	me	as	the	sort	of,	designer	kind	of	art	director	and	then	
we	had	erm…	a	design	junior,	who	was	kind	of	under	me	as	such	and	then	erm…	there	
was	a	team	of	art	workers,	and	a	proof	reader	actually,	which	was	interesting.	The	proof	
reader	served	a	lot	of	different	units	if	that	makes	sense	but	we	worked	with	a	proof	
reader	for	the	first	time	and	a	proper	copywriter	for	the	first	time.			And	at	that	point,	
having	always	used	to	being	given	copy	and	cobbling	it	together,	at	that	point	I	started	
to	work	with	what	I	would	call	a	proper	copywriter	who	gave,	who	thought	about	the	
job	and	the	communication	piece	and	gave	you	copy.		And	then	my,	it	was	my	job	to	
make	it	look	pretty	and	communicate	effectively	what	the	point	of	the	actual	piece	was.	
And	we	worked	on	erm…	we	worked	on	a	fashion	catalogue,	which	was	like	a	young	
ladies	fashion	piece,	and	erm…	and	it	was	a	quite	structured	(10.00)	kind	of	
communication	sort	of	programme	that	we	sort	of	fit	into	really,	so	I	did	it	for	about,	
and	there	was		a	catalogue	every	6	months	so	you	went	through	a	cycle	for	6	months	so	
you	effectively	designed	the	catalogue	but	we	only	did	the	front	bit	and	the	very	end	bit	
which	was	the	call	to	action	and	the	rest	of	it	was	done	by	people	doing	that	to	be	
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honest.		Erm…	so	we	were	like	the	agency	doing	the	kind	of	clever	bits	at	the	front	and	
the	end	if	that	makes	sense.		And,	erm…	and	the	catalogue	went	out	and	we	did	so	we	
worked	on	press,	within	that,	we	worked	on	TV	within	that	but	then	we	also	worked	on	
quite	a,	quite	a	comprehensive	erm…	sort	of	direct	mail	programme	erm…	combined	
with	monthly	statement	mailings.	So	if	you	bought,	if	you	got	a	catalogue	you	got	a	
statement	every	month,	and	if	you	ordered	from	the	catalogue	you	went	into	a	certain	
mailing	cycle	and	if	you	didn’t	order	from	the	catalogue	you	would	go	into	another	
mailing	cycle,	so	it	was	quite	kind	of	carefully	plotted	and	thought	out	and	it	had	been	
developed	as	a	system	over	many,	many	years.	Erm…	and	a	way	of	getting	the	optimum	
out	of	the	investment	of	doing	the	catalogue	and	sending	it	out	to	someone	because	you	
know	it	would	cost	maybe	£10	to	print	and	post	that	catalogue	out.		So	it	was	about	kind	
of	pulling	the	investment	out	of	that	as	such.			
	
I	did	that	once,	quite	enjoyed	it.	I	did	it	again	thought	ok	I	am	treading	on	water	now,	I	
have,	I	mean	I	was	26	at	this	point	so	I	was	going	through	these	cycles	of	learning	and	so	
I	did	the	first	one	enjoyed	it,	did	the	second	one	erm…	enjoyed	it	less	asked	for	a	kind	of	
move,	because	I	didn’t	really	want	to	go	through	another	cycle	having	done	it	for		year,	
asked	for	a	move	to	another	kind	of	department	in	the	agency	and	they	didn’t	move	
very	quickly	so	I	again	I	left	((laughs)).	I	came	back	over	to	Leeds,	missed	home	actually	
so	I	came	back	to	Leeds,	and	erm…	then	joined	a	company	called	WWAV	North.	Now	
there	is	WWAV	were	a	big	name	in	direct	marketing	at	the	time,	and	WWAV	north	I	
think	were	the	biggest	direct	marketing	agency	outside	of	London.	So	based	in	Leeds	
don’t	exist	now,	completely	fallen	over.	I	think	WWAV	still	exist	in	London,	it	was	
WWAV	Wardle	di	di	Arnold	di	di	and	quite	a		kind	of,	well	at	the	time	I	would	say	a	
biggish	name	in,	well	very	big	name	in	direct	marketing	and	a	reasonable	agency	name	
in	London.	So	there	was	WWAV,	I	worked	in	WWAV	Leeds,	erm…	then	there	was	WWAV	
there	was	like	the	London	office,	there	was	an	Edinburgh	office,	a	Bristol	office	and	a	
Leeds	office,	so	it	was	quite	a	big	agency	sort	of	network	really	at	that	time.		Erm…and	it	
was	very	much,	it	was	very	much	around	the	sort	of	the	big	burst	in	direct	marketing	
that	kind	of	happened	in	the	sort	of	I	guess	in	the	mid-80s	and	then	tailed	out	towards	
the	2000s	and	then	the	internet	sort	of	took	over	really.		Erm…	but,	so	I	guess	if	I	am,	if	I	
sit	in	front	of	you	today	and	you	say	well	what	is	your	background	I	would	say	well	it	is	
direct	mail	really,	direct	marketing.		And	I	mean	I	don’t	know	if	you	know,	a	lot	about	
direct	marketing	in	terms	of	how	it	works	and	stuff	like	that,	but	erm…	it	is	quite	the	
scientific	almost	process.		So	I	will	give	you,	I	suppose	it	is	interesting	in	language	terms	
and	I	wish	I	had	a	copy	to	show	you	now	actually.	But	what	we	would	do	is	so	I	went	to	
WWAV	North.	Now	I	would	say	WWAV	North	were	more	scientific	about	the	work	that	
we	were	doing,	in	terms	of	direct	marketing,	than	we	were	on	a	kind	of,	in	Manchester	
at	a	bigger	agency.		But	I	think	WWAV	were	more	invested	in	direct	marketing	as	a	
concept	and	as	a	sort	of,	as	a	skill	set	really.	So	we		worked	for	erm…	they	did,	they	were	
built	on	the	Gratton	business,	the	Gratton	catalogue	and	erm…	did	a	lot	of	sort	of,	a	lot	of	
the	catalogues	within	the	Gratton	group	so	I	was,	when	I	joined	WWAV	North	I	came	
and	worked	on	Gratton’s	version	of	the	young	fashion	catalogue	that	I	had	worked	on	in	
Manchester.	So,	I	dropped	straight	into	that	account.		And	that	was	my	role	was	to	sort	
of	service	that	account.		So	as	a	for	instance,	we	talk	(15.00)	about	catalogue	goes	out	6	
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month	cycle,	catalogue	goes	out,	bunch	of	follow-up	mailings	to	sort	of	basically	get	the	
recipient	of	the	catalogue	to	purchase.		So	a	lot	of	the	mailings	were	about	getting	the	
erm…	the	person,	getting	the	customer	to	kind	of	go	look	back	into	the	catalogue	on	a	
monthly	basis	because	it	would	sit	there	and	get	put	in	a	bunch	of	newspapers	and…		
	
Remind	them	it’s	there	and…	
	
Subject	C:	Yes	exactly,	yes.		And	as	part	of	this	whole	campaign,	so	we	did	the	erm…	
there	was,	there	was	the,	sorry	there	is	names	for	it,	there	was	activation	which	was	
getting	them	to	kind	of	go	back	into	the	catalogue,	and	then	there	was	recruitment	
essentially	so	it	was	prospecting	and	getting	new	customers.		So	we	did	a	lot	of	direct	
mail	in	terms	of	you	know	sending	it	to	kind	of	identifying	audiences,	buying	data,	
sending	mailings	out,	to	that	audience,	enticing	trying	to	get	them	to	take	a	catalogue	on	
basically.	So	as	part	of	the	process	was	concerned,	now	I	think	you	will	find	this	
interesting	and	I	am	probably	getting	going	like	that	too	much.			
	
It’s	alright.	
	
Subject	C:	What	we	would	do	is	we	would	have	a,	we	would	have	a	sell	mailing,	and	
then	there	would	be	a	test	against	it.	So	there	would	be	a	mailing	that	was	like	the	best	
performing	mailing	for	that	particular	erm…	brief	so	it	might	be,	it	might	be	take	a	
catalogue	or	look	back	at	the	catalogue	or	whatever	the	brief	was,	so	there	would	be	a	
sell	that	was	like	the	best	performing	mailing.	So	quite	often	what	I	would	get,	is	I	would	
get	there	would	be	a	sell	mailing	and	I	would	get	a	brief	to	beat	that	mailing.		And	then	
that	mailing	would	my	treatment	and	the	original	sell	would	go	out	to	an	A/B	split	
audience	and	that	would	perform	at	like	0.5	or	.5%	and	that	would	well	it	was	like	that	
would	perform	at	like	1.12%	and	that	one	would,	if	that	one	came	in	at	1.15%	that	then	
became	the	sell.		So	you	were	in	a	constant	process	of	test	and	refine.		And	it	was,	and	a	
lot,	sometimes	it	was	offer	based,	sometimes	it	was	language	based	and	quite	often	it	
could	be	like,	erm…	like	weird	little	things	that	you	would	just	try	and	put	in	there.		So	
there	was	a	lot	of	testing	on	like	did	an	alarm	clock	work	better	than	a	towel	incentive.		
Did	money	off	work	better	than	a	percentage	off	etc,	etc.	So	there	was	a	lot	of	testing	of	
that	kind	of	thing	going	on	as	well.		Erm…	so,	you	know	as	you	would	expect	an	alarm	
clock,	which	was	a	high	or	a	toaster	which	is	a	higher	perceived	value	than	a	towel	
would	work	better,	but	money	would	always	work	better	than	any	kind	of	like	material	
incentive.		Erm…	so	even	if	you	had	something	that	was	worth	£50	it	worked,	offering	
£10	off	would	work	better	than	a	higher	perceived	value	item	if	that	makes	sense.		And	
money	hard	cash	always	worked	better	than	percentage.		And	we	worked	out	that	the	
average	order	value	per	say	the	average	order	value	per	erm…	order	was	£100	we	
tested	things	like	giving	them	a	£10	off	voucher	or	giving	them	a	15%	off	voucher,	and	
£10	always	worked	better	than	15%.		And	£10	always	worked	better	than	20%	as	well.	
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You	had	to	kind	of	escalate	it	massively	and	we	couldn’t	work	out	whether	just	people	
just	value	the	idea	of	hard	cash	more,	or	they	didn’t	work	out	that	they	are	actually	
ordering	£100	therefore	20%	voucher	was	better,	so	there	was	a	lot	of,	I	don’t	know	if	
that	is	interesting	you	from	a	linguistics	perspective.		But	I	mean	people,	we	wondered	
whether	people	could	found	it	easier	to	take	£10	off	their	order	than	work	out	what	a	
15%	off	was	even	though	15%	might	equate	to	like	30	quid,	etc,	etc.		But	quite	a	lot	of	
tests	that	we	did	were	based	around	language	as	well	in	the	sense	that,	erm…	in	a	direct	
mail	piece	and	you	will	have	received	direct	mail,	sometimes	the	theory	is	that	if	you	are	
interested	in	a	subject.	Sorry	I	will	go	back.	So	the	first	thing	is	the	outer	envelope	and	
normally	there	will	be	something	on	that	outer	envelope	that	will	entice	you	in.		Now,	
that’s	the	first	barrier	for	a	direct	mail	piece,	if	that	envelope	puts	you	off	for	whatever	
reason,	it	goes	straight	into	the	bin	so	it	doesn’t	even	get	opened	so	the	first	barrier	is	to	
sort	of	get	them	to	open	the	envelope	and	sometimes,	(20.00)	depending	on	how	erm…	
what	the	perception	around	the	brand	is,	if	it	is	a	kind	of	low	grade	brand	you	don’t	
feature	it	but	if	it	is	a	high	grade	brand	you	would	feature	it,	if	that	makes	sense.		
Erm…but	quite	often	we	would	do	tests	on	envelopes	around	you	know	£15	off	voucher	
inside,	15%	voucher	off	inside	and	things	like,	test	things	like	that.		And	then,	there	was	
a	very	sort	of	almost,	erm…	quite	a	strict	kind	of	rationale	around	how	people	opened	
direct	mail	and	how	they	read	it.		And	this	was	formulised	by	Procter	and	Gamble	as	
well.	I	later	worked	on	Procter	and	Gamble,	in	another	agency.		And	((laughs))	if	you	
have	got	time	I	will	you	about	that	as	well.		
	
Yes	
	
Subject	C:	But	erm…	essentially,	so	you	get	your	mail	piece,	you	have	got	maybe	3	or	4	
seconds	for	someone	to	look	at	it	and	decide	whether	to	open	it	or	not,	it	either	gets	
binned	or	it	gets	opened.	So	the	first	thing	they	do	is	they	will	look	at	the	letter,	and	
normally	in	a	mail	pack	there	will	be,	there	would	be	a	letter	and	at	least	one	leaflet	and	
maybe	2	leaflets.		And	the	first	thing	they	do	is	they	will	look	at	the	letter	and	see	if	it	is	
addressed	to	them.	So	if	it	is	personalised	to	them	and	it	has	spelt	their	name	correctly,	
what	they	would	then	do	is	erm..	scan	the	letter	so	what	they	would	typically	do	is	scan	
the	headlines	and	the	subheads	and	think	is	this	relevant	if	it	isn’t,	bin	if	it	was,	then	
they	would	read	further.		At	that	point	they	would	put	down	the	letter,	and	take	up	the	
leaflet.		And	read	the	leaflet.		Now,	normally	at	that	stage	you	wouldn’t	have	normally	
personalised	the	leaflets	but	now,	a	technique	we	use	and	the	artwork	I	was	just	
sending,	was	a	mail	pack	actually	which	we	don’t	do	a	great	deal	of	anymore	but	it	was	a	
simple	letter	mailing	with	a	message	on	the	outer,	a	personalised	letter,	but	then	the	
leaflet	is	personalised	as	well.		And	the	job	of	the	leaflet	in	terms	of	was	reinforcement	
in	terms	of	what	the	point	of	the	mailing	was.	So	the	letter	would	outline	what	we	want	
you	to	do	and	what	the	subject	is,	and	the	leaflet	simply	regurgitates	that	in	a	slightly	
different	format	but	perhaps	in	a	more	visual	way	as	well.		And,	and	the	train	of	thought	
was	that	once	they	have	got	the	leaflet	in	their	hand	they	would	look	at	the	leaflet	and	
scan	the	leaflet	and	take	a	visual	message	from	it,	and	then	if	they	were	still	interested	
they	would	go	back	and	read	the	letter.		Now,	there	was	obviously,	there	was	different	
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theories	of	letters	as	well	in	terms	of	there	was	a	long	letter,	there	were	long	letter	
treatments	which	were	like	2	pages	of	dense	copy	talking	in	intricate	detail	about	the	
benefit	of	this	gizmo	whatever	it	was.		Or	you	could	do	a	short	letter	which	was	
punchier	and	maybe	had	more	visuals	on	it,	so	we	would	test	long	letter	treatments	to	
short	letter	treatments	as	well.		So	it	was	quite	erm…	in	terms	of	discipline,	it	is	as	far	
away	from	the	kind	of	arty	designer	piece	as	you	can	imagine	really	but	that	sort	of	
thing	really	appealed	to	me	and	really,	I	really	found	it	quite	interesting.	And	it	was	very	
much	a	craft	rather	than	an	artistic	pursuit	in	a	sense,	although	my	job	was	to	overlay	a	
sheen	and	a	brand	over	it	etc,	etc.		You	know	so,	yes	I	kind	of	moved	to	WWAV	North	
and	got	involved	in	direct	mail	in	that	respect.			
	
Now	at	this	point	I	had	worked	with,	I	had	worked	with	a	number	of	copywriters	so	
there	was	a	creative	team	of	about	10	generally	speaking	there	was	a	creative	director,	
there	was	erm…	probably	there	was	the	creative	director	had	a	kind	of	Mac	guy	who	did	
his	Mac	work,	because	he	didn’t	want	to	work	on	Macs	at	that	time,	and	then	there	were	
like	5	art	directors	and	5	erm…	copywriters	generally.	So	everyone	had	a	copywriter.		I	
was	like	the	junior	member	of	the	team	at	that	point,	I	was	by	far	the	least	experienced,	
and	I	didn’t,	I	wasn’t	really	assigned	a	copywriter	I	got	to	work	with	maybe	2	or	3	
copywriters	on	a	regular	basis,	which	was	actually	really	good	because	I	learnt	different	
things	from	different	copywriters	and	learnt	their	skill	and	learnt	what	their	individual	
strengths	was.	One	guy	I	worked	with	was	erm…	he	would,	his	headlines	would	be	30	
words	long	and	I	would	come	in	and	rewrite	his	headlines	and	he	didn’t	mind	that	
because	he	knew	I	was	snappier	than	he	was.	But	he	wrote	long	dense	copy	and	he	was	
almost	like	a	financial	services	expert,	and	we	had	a	lot	of	financial	services	clients,	at	
that	point	(25.00)	and	he	was	almost	like	the,	he	was	like	the	financial	guy	so	when	I	
worked	on	a	financial	client	he	would	get	assigned	as	the	copywriter	to	that.		So	there	
were	different	copywriters	with	different	strengths	and	different	styles.	And	erm…	and	I	
mean	at	that	point	I	was	an	art	director	at	that	point,	so	I	understood	the	difference,	and	
I	knew	I	wanted,	in	Manchester	I	knew	I	wanted	to	be	an	art	director,	not	a	designer	
anymore	and	that	was	a	job	where	I	was	an	art	director,	and	that	was	my	job	title.		And	I	
wasn’t	even	required	to	use	a	Mac	at	that	point	which	was	incredible	for	me,	because	I	
had	grown	up,	or	I	was	like	the	first	generation	of	using	Apple	Macs,	to	design	on	and	at	
that	point,	erm…	I	could	if	I	wanted	to	just	sit	and	scamp	and	just	provide	scamps,	and	
then	art	direct	designers	and	Mac	operators.	
	
What	is	a	scamp?	
	
Subject	C:	Scamp	is	a	drawing	of	the	layout.		
	
Ok		
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Subject	C:	So	I	would	draw	out	a	layout	and	mark	it	up	in	terms	of	I	want	that	colour	
there,	this	image	here	and	I	provide	a	negative	of	the	image,	and	I	would	give	it	to	an	art	
worker	and	they	would	construct	it	and	then	I	would	get	it,	make	my	amends.		And,	that	
was	quite	novel	to	me.	But	that	was	old	practice	that	was	old	practice	which	has	died	
out	completely	now.	Whereas	I	wasn’t,	I	was	the	new	breed	who	was	very	Mac	literate	
compared	to	everyone	else.		And	I	kind	of,	was	quick,	to	be	honest	I	was	quicker	and	I	
was	at	least	as	good	as	the	other	art	directors	at	art	directing	at	that	point.		So	erm…	yes	
I	mean	without	being	too	I	kind	of	rose	through	the	ranks	of	the	art	directors	very,	very	
quickly	actually	and	I	mean	these	were	guys	who	were	like	15	years	senior	to	me	so	I	
was,	I	made	that	was	at,	at	that	point	I	was	like	hot	property	as	a	sort	of	an	art	director	if	
that	makes	sense.	Apologies	if	that	sounds	boastful	but…	
	
No,	no	
	
Subject	C:	But	it	was,	I	was	like	the	new	breed	coming	in	who	was,	I	was	quicker,	I	was	I	
had	had,	I	was	just,	I	was	probably	quicker,	I	was	probably	more	ambitious,	and	I	
worked	harder,	and	erm…	
	
You	got	noticed.	
	
Subject	C:	I	got	noticed	and	I	quickly	became	the	art	director	that	all	the	account	
directors	wanted	on	their	account.		Erm…	and,	I	was,	quite	a,	I	was	quite	a	firebrand	at	
that	point	actually	I	was,	I	could	be	very,	very	difficult	and	very	argumentative,	and	
quite	egotistical	at	times,	but	they	put	up	with	it	because	they	knew	I	would	do	the	work	
and	I	would	do	it	to	my	best,	the	best	of	my	abilities	and	take	it	very,	very	seriously	
where	a	couple	of	the	other	art	directors	were	a	bit	more	time	served	and	a	bit	more	
sort	of	like	blasé	and	they	would	let,	they	would	let	themselves	be	led	by	the	account	
directors	where	I	never	would.		But	the	account	directors	respected	that	I	think	and	it	
was	very	interesting	at	that	point,	because	at	that	point	after	being	there	a	year	or	two	I	
wanted	to	be	a	creative	director,	I	had	come	from	a	designer	to	an	art	director	and	now	I	
wanted	to	be	a	creative	director.	I	am	a	creative	director	me.	And	I	think	at	that	point,	I	
started,	there	was	very	much	a,	a	them	and	us	thing	about	creative	studio	and	the	
account	and	the	department.	You	know,	we	were	the	arty	types,	who	were	arsy	and	got	
in	late	and	you	know	blah,	blah,	blah	and	they	were	the	tight	arsed	suits,	they	were	the	
bag	carriers	for	our	work	kind	of	thing	but	I	think	at	that	point	I	almost	kind	of	started	
to	develop	relationships	with	account	people	in	a	way	that	the	studio	people	didn’t	
really	and	I	think	that	was	the	bridge	for	me	actually	then	to	become	a	creative	director	
and	then	sort	of	go	on	as	such	so.		But	yes	so	I	mean	I	suppose	at	that	point	that	was	it,	
that	period	for	me	was	a	real	intense	period	of	learning	and	I	worked	with	some	very	
dour	copywriters	and	boring	copywriters	but	very	thorough	copywriters.	But	I	worked	
with	one	guy	erm…	who	completely	opened	my	mind	at	one	point	and	he	was	about	the	
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same	age	as	me,	he	wasn’t	trained,	hadn’t	gone	to	university	he	just	had	a	pure,	he	had	a	
pure	knack	for	copy	and	he	was	probably	the	closest	I	have	come	to	brilliance	in	
copywriting	in	terms	of	other	people	I	have	worked	with.	And	erm…	I	mean	he	was	
worse	than	me,	if	I	was	difficult	he	was	a	nightmare	to	be	honest	but	he	was	brilliant	
and	I	only	worked	with	him	for	about	maybe	6	months	and	he	came	in,	I	was	given	him	
we	were	joined	up	as	a	team,	so	he	was	like	my	first	proper	copywriter,	who	was	like	
my	copywriter	and	unfortunately	he	got	headhunted	after	about	6	months	to	go	and	be	
a	creative	director	somewhere	else,	but	he	had	a	total	ability	to	cut	through	all	the	
bullshit	(30.00)	around	a	brief	because	like	in	those	days	we	would	be	given	a	brief	
which	may	be	like	5	or	6	pages	long	for	a	job	and	actually	you	would	read	the	brief	and	
you	would	think	I	have	got	no	idea	what	you	want	me	to	do	and	you	would	read	it	again	
and	actually	it	was	a	skill.	It	was	a	skillset	was	deciphering	a	brief	and	picking	out	the	
points	that	were	relevant	and	he	had	a	great	skill	at	cutting	through	all	of	the	bullshit,	
and	he	wasn’t	one	for	like	writing	long	letters	he	was	like	punchy	and	he	was	short	and	
he	was	abrasive	and	he	was	very	direct	and	kind	of	subversive	in	what	he	did	in	terms	
of	his	copy.	And	I	mean	at	that	point	we	were	all	working,	I	suppose	I	was	working	12	
hour	days	generally	speaking,	it	would	be	like	I	would	get	there	at	9,	leave	at	9	literally	
and	his	guy	would	piss	off	at	like	5.30,	but	no	one	could	touch	him	because	he	was	so	
good.		So	I	kind	of		like,	he	made	me	look	at	what	I	was	doing	and	the	work	I	was	doing	
quite	kind	of	carefully	and	I	suppose	in	a	weird	way	I	have,	I	have	taken	a	lot	of	his	style	
and	tried	to	replicate	that.		And	I	think	if	I,	I	mean	I	write	a	lot	of	copy	now	and	funnily	
enough,	copy	is	becoming	ever	more	important	in	terms	of	the	explosion	of	the	internet.	
Erm..	because	it	is	all	about	content	now	again,	it	has	turned	round	to	content.				And	I	
am	finding	actually	I	thought	my	skillset	was	slipping	out	of	relevance	quite	frankly	but	
actually	I	am	coming	to	the	conclusion	that	it	is	becoming	more	relevant	than	ever	
because	I	have	got	the	training	and	the	experience	that	a	lot	of	people	haven’t	and,	and	I	
think	so	in	terms	of	copy	he	was	a	real	kind	of,	he	was	like	a	blast,	he	was	an	icy	blast	on	
a	warm	beach	I	mean	his	impact	was	incredible	on	me.		But	he	was,	he	was	basically	he	
was	never	going	to,	he	was	never	going	to	have	old	bones	this	guy	and	I	think	he	died	in	
his	mid-30s	so	and	that	is	probably	like	10	years	ago	now.		So,	I	mean	he	drank,	he	
smoked,	he	drugged,	he	fucked	he	did	everything	and	erm…	and	I	think	it	was	very	
interesting	actually	he	wasn’t,	he	was	from	Leeds,	he	was	a	sort	of	Leeds	lad,	he	had	
never	been	to	uni,	but	he	had	this	incredible	intuition	for	copy	and	I	mean,	subsequently	
I	mean	he	used	to	sit	there	talking	about	all	kind	of	rude	things	and	women	he	was	
seeing	and	stuff	like	that,	and	basically	3	or	4	years	later	he	came	out	as	being	gay	and	
completely	turned	his	life	around	and	lived	in	a	different	way	and	actually	died	while	
out	jogging	in	winter	and	had	a	heart	attack	and	slipped	into	a	gutter	and	died	from	
exposure.	
	
So	but	he	was	a	very	kind	of	artistic	character	who	obviously	was	hugely	conflicted	at	
that	point	but	it	made	for	brilliant	work.		And	I	found	him	fascinating	really	and	he	was	
a	real	sort	of	influence	on	me.	So	yes…	
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To	cut	a	long	story	short	I	rose	through	the	ranks	at	WWAV	I	was	made	head	of	art,	
which	was	underneath	the	art	director,	I	think	I	was	there	3.5	years	in		all	I	was	made	
head	of	art,	erm…	became	a	bit	of	a	player,	I	would	be	the	one	who	worked	on	all	the	
pictures,	did	all	of	that	and	I	had		a	record	of	winning	pictures	at	that	point	as	well	
which	was,	I	was	kind	of	hot	property.	I	got	headhunted	them	at	that	point,	erm…	and	I	
went	and	worked	for	McCann	Ericson	in	Leeds	this	time	as	creative	director,	so	at	this	
point	I	had	kind	of	like,	I	had	got	my	creative	director’s	job	I	wanted	and	erm…	and	so	I	
went	and	worked	there.	It	was	a	less	well	run	agency,	it	was	a	smaller	department,	at	
that	point	I	was	responsible	for	recruiting	copywriters	to	work	with	me,	and	so	I	
probably	went	through	about	4	or	5.		I	was	there	about	3	years	I	think	and	I	went	
through	4	or	5	people	freelancers	and	permanent	appointments,	and	again	had	the	
opportunity	to	work	with	a	really	brilliant	copywriter	who	emigrated	to	Australia	and	is	
quite	a	big	gun	in	Sydney	or	somewhere	like	that.	And	again,	quality	of	what	she	did	
really	sort	of	opened	my	eyes	not	necessarily	in	terms	of	the	headline	punch	but	more	in	
the	sort	of	quality	of	the	actual	body	copy,	and	actually	developing	(35.00)	a	style	and	
a…	it	was	almost	like	instead	of	writing	copy	that	was	selling	she	brought	in	a	dialogue	
kind	of	style	is	the	only	way	I	can	describe	it	and	it	was	like	a	personal	conversation	
with	me	and	you	and	it	was	persuasive	and	you	know	had	empathy	and	it	wasn’t	it	
wasn’t	harsh	and	direct	it	was	kind	of	persuasive.	
	
Intimate?	
	
Subject	C:	It	was	intimate	yes	in	a	way	that	I	had	never	really	seen	copy	written	before,	
erm…	so	she	was	a	brilliant	sort	of,	she	was	a	brilliant	copywriter	all	round.	I	had	this	
sparky	guy	who	was	like	abrasive	and	very	concept	driven	and	very	sort	of	headline	
driven	but	she	was	more	of	the	kind	of	total	package,	she	wasn’t	quite	as	sparky	as	he	
was	but	she	kind	of	almost	like	rounded	it	off	for	me	in	terms	of	working	with	people.	
And	I	mean	I	worked	at	McCann’s	for	about	3	years	and	then	I	set	up	my	own	business	
with	an	account	handler	basically	and	at	that	point,	it	was	a	2	man	outfit	and	at	that	
point	I	started	having	to	write	all	the	copy	myself,	so	I	went	from	being	a	creative	
director	with	studio	people,	with	copywriters,	etc	I	started	my	own	business	and	had	to	
do	everything	myself.		So	at	that	point	I	really	started	to	sort	of	do	a	lot	with	copy	and	
work	with	it	in	a	more	kind	of	ingrained	way,	and	now,	I	can’t	separate	the	process	
really	and	I	can’t,	I	can’t	imagine	working	with	a	copywriter	in	some	ways	because	I	
would	rather	do	it	all	myself	because	it’s	a	clear	and	cohesive	piece.		And	I	have	
essentially	run	my	own	business	now,	this	is	the	third	business,		I	was	in	one	for	5	years,	
left,	took	half	the	client	base	with	me	started	again,	with	another	guy	that	lasted	a	year,	I	
walked	out	he	was	a	nutter	and	I	started	this	business	and	it	will	be	6	years	old	in	
September.	So	again	like	being	in	business	yourself	and	in	the	agency	world	in	the	
middle	of	various	slumps	and	credit	crunches	it’s	been	whoa	like	that	and	we	are	at	our	
lowest	ebb	now	there	is	3	of	us	now	at	the	moment.		Erm…	but	there	is	reasons	for	that	
but	erm…	I	mean	at	the	height	I	had	copywriters,	and	we	have	gone	down	again	and	I	
have	written	copy	again	and	it	is	now	at	the	point,	I	am	at	the	point	where	I	am	the	
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copywriter	for	the	business	again	in	a	serious	way.		So	erm…	so	yes.		That	is	my	
background	((laughs)).	
	
Ok.		Was	it	Humberside	you	said	you	were	at	university?	
	
Subject	C:	University	of	Humberside	yes.	It	was	Hull	college	of	higher	education	when	I	
applied,	it	was	Humberside	Polytechnic	for	the	first	year	or	2	I	was	there	and	I	
graduated	from	the	University	of	Humberside	and	it	was	at	that	point	so	this	was	like	
90-93	when	all	the	polys	were	becoming	unis	basically	and	the	college	of	higher	
education	became	unis	as	well	or	further	education	or	whatever	it	was.	So	yes	I	actually	
it	did	have	3	different	names	while	I	was,	and	I	think	it	is	the	University	of	East	
Lincolnshire	now	or	whatever	it	is	not	the	University	of	Humberside	anymore.	
	
I	didn’t	realise	that.		Do	you	recall	any	particular	texts	that	you	studied	that	deal	
with,	I	don’t	suppose	you	did	did	you	from	what	you	have	told	me…	that	deal	with	
advertising	or…	
	
Subject	C:	I	did	I	mean	erm…	I	was,	I	read	Roland	Barthes	mythologies.		And	I	read	oh	
there	was	a	superb	book	and	I	wish	I	should	have	reminded	myself	of	it,	Washing	Stains	
by	Jackie	it	was	a	seminal	kind	of	book	around	the	use	of	language	in	advertising	it	was	
something	to	do	with	washing	it	was	like,	it	was	the	idea	of	like	how	do	you	sell	washing	
powder	which	essentially	washes	your	clothes	and	how	do	you	talk	about	it	and	make	it	
seem	different	to	the	other	washing	powders.	
	
Is	it	called	Washing	Stains?	
	
Subject	C:	I	think	it	is	called	Washing	Stains	I	will	have	to	look	it	up	I	will,		
	
If	you	could	just	drop	me	an	e-mail	that	would	be	great,	that	would	be	super.	
	
Subject	C:	I	will	do	yes,	yes.	So	I	mean	as	part	of	my	degree	I	think	20%	of	it	was,	80%	
was	practical	like	doing	graphic	design	and	the	other	part	of	it	was	like	you	had	to	
basically	write	on	the	theory	of	erm…	graphic	design	and	write	about	that	kind	of	like	
mythologies	style	sort	of	thinking.	So	I	did	my	thesis,	my	final	thesis	on	erm…	the	on	the	
language	and	the	language	and	visual	(40.00)	themes	used	in	election	advertising	so	
talking	about	how	they	kind	of	write,	the	right	of	politics	parties	spoke	and	what	
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language	they	used	and	what	labour	did	and	things	like	that	and	how	the	Americans	
have	sort	of	set	the	scene	and	advertising	in	America	in	the	50s,	had	set	the	scene	for	
stuff	that	was	happening	over	here	in	the	80s	etc,	etc	and	that	so	it	was	all	about	all	the	
kind	of	language	around	all	of	those	sorts	of	posters	and	I	mean	and	this	was	just	after	
the	1992	election,	so	I	don’t	know	if	you	remember	it	there	was	erm…	one	of	the	Tory	
posters	was	labour’s	policy	on	arms	and	it	was	a	soldier	like	in	surrender	like	that,	and	
so	stuff	like	that	really	intrigued	me	at	the	time	and	I	was	quite	political	at	various	
points	and	it	sort	of	intrigued	me	that	whole	language	and	I	think	it’s	you	know	it’s	
those	barriers	have	now	been	eroded	really	in	the	sense	that	we	always,	we	understood	
labour	supported	the	NHS	because	that	was	part	of	the	mythology	around	it	wasn’t	it,	
semiotic	kind	of	language.	Whereas	now	you	know,	the	Tories	you	know	you	could	
argue	the	Tories	have	done	good	things	for	the	NHS	but	because	they	are	perceived	not	
to	care	about	the	NHS	everyone	thinks	they	don’t	care	and	they	are	doing	it,	and	
probably	the	truth	is	somewhere	I	the	middle	isn’t	it	but,	erm…	so	it	was	very	much	
around	the	point	like	it	wasn’t	worth	labour	talking	about	defence	because	they	could	
never	win	because	the	Tories	were	perceived	to	be	the…	
	
The	party	of	defence	and	law	and	order	and	all	that.	
	
Subject	C:	Exactly	and,	it	was	erm…	it	was	almost	like	well,	you	know	how	could	labour	
ever	kind	of	walk	that,	how	could	labour	ever	talk	about	economic	policy	or	defence,	
because	they	weren’t	perceived	to	be	their	strong	points	so	yes	it	was	all	about	that	
really	so,	so	yes	there	was	a	part	where	we	had	kind	of	a,	we	had	a	class,	we	had	a	kind	
of	weekly	class	that	talked	about	all	of	this	kind	of	erm…	you	know	the	semiotics	around	
advertising	language	and	things	like	that.	
	
Social	semiotics.		
	
Subject	C:	Yes,	yes.	Not	very	many	people	took	it	very	seriously	in	my	class	I	have	to	say.	
	
Really.	
	
Subject	C:	But	I	was	one	of	the	few	who	did	and	erm…	yes,	but	I	think	they	were	
designers	you	see	and	I	was	an	art	director	and	there	was	a	difference	there	so,		
	
Do	you	now	today,	do	you	refer	to	any	text	any	theoretical	text	in	this	area,	in	
your	work	or	is	this	stuff	in	the	past	you	know	it	and	you	get	on	with	your	job?	
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Subject	C:	I	think	for	me	there	was	like	a	huge	kind	of	erm…	shock	actually,	a	cultural	
shock,	there	was	a	cultural	shock	where,	
	
An	epiphany?	
	
Subject	C:	Yes	well	you	kind	of,	you	go	to	Uni	and	everyone	is	talking	about	the	hip	
designers	and	these	you	know	these	writers	and	these	cultural	things	that	are	all	going	
on,	and	then	you	go	and	get	a	job,	and	everyone	is	talking	about	football	and	fighting	
and	porn	and	like	brawling	and	birds	and	it	is,	and	that	kind	of	like	cultural	intellectual	
aspect	of	life	just	doesn’t	exist	in	agencies	in	the	way	that	it	did	at	university	which	is	
sort	of	obvious	I	think	but,	you	know	I	mean	as	a	point	of	interest,	when	discussing	your	
appointment,	my	business	partner	who	is	an	intelligent,	rationale	degree	university	
educated	man,	sort	of	said	he	asked	me	what	semiotics	was	and	I	am	like	don’t	you	
know,	he	was	like	no	because	he	is	not	from,	he	doesn’t	have	that	kind	of	capacity,	he	
doesn’t	have	that	background	or	learning.		It	is	not	that	he	is	not	capable	of	
understanding	what	it	is.	But	it	is	just	not	part	of	his	training	or	consideration	really.		So,		
	
Could	you	just	talk	me	through	the	process,	when	you	get	a	brief	for	a	new	ad	and	
you	have	got	a	lot	of	leeway	to	do	what	you	want,	can	you	just	talk	to	me	briefly	
about	your	creative	approach,	your	philosophy	and	what	goes	through	your	mind	
when	you	get	the	brief?	Start	from	the	beginning	of	it.		
	
Subject	C:	I	think,	I	mean	I	talked	about	how	you	kind	of	cope	with	a	brief,	erm…	I	mean	
I	rarely	get	briefs	now	because	we	are	not	that	kind	of	business,	but	what	I	will	do	is	I	
will	speak	to	a	client,	and	drag	a	brief	out	of	them,	((laughs))	just	using	my	experience	
really.		But	I	think	there	is	always,	there	is	always	a	point	to	a	brief,	and	it	is	about	
finding	what	is	relevant	to	the	customer	or	the	prospect	or	the	client	erm…	I	mean	we	
do	you	know	a	lot	of	what	we	do	isn’t	I	would	say	how	can	I	put	this,	there	is	probably	4	
or	5	agencies	(45.00)	in	London	doing	all	the	kind	of	really	clever	headline	driven,	high	
concept	sort	of	multi-million	pound	budget	stuff	and	then	there	is	everyone	else	we	are	
part	of	that	everyone	else	mix.	I	mean	a	lot	of	our	clients	are	business	to	business	clients,	
so	we	work	for	erm…	we	work	for	a	theatre	and	drape	business,	who	are	actually	I	
mean	they	are	in	the	top	5	of	that	type	of	company	in	the	world	but	when	we	do	work	
for	them	and	we	have	just	redone	their	catalogue	and	rebranded	them	and	created	a	
new	website	from	scratch	and	it	is	very	much	an	international	facing	things	so	you	can’t	
afford	to	be	too	clever	and	too	sort	of	obtuse	with	your	language	or	you	can’t	play	on	
cultural	sort	of	references	too	much	because	someone	in	Shanghai	probably	won’t	
understand	what	you	are	trying	to	get	at.		But	I	mean	I	think,	I	think	erm…	most	clients	
have	great	difficulty	in	condensing	what	they	do	into	a	simple	statement.		And	I	see	that	
as	my	job.	I	always	say,	I	need	to	know	your	business	the	client’s	business	enough,	I	
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need	to	know	it	just	enough	to	understand	how	I	need	to	express	it	to	someone	who	
doesn’t	understand	it.		If	that	makes	sense.		So	for	me,	a	brief	is	always	a	process	of	
simplifying	something	to	its	basic	broadest	terms,	but	actually	that	is	not	an	easy	thing	
to	do	and	especially	for	a	client,	who	can’t	see	the	wood	for	the	trees.	And	usually	there	
is,	a	brief	there	is	a	point	to	a	brief	in	the	sense	that	it	might	be	I	want	to	sell	more	yards	
of	fabric	or	I	want	to	do	erm…	a	theatre	refit,	here	or	something	of	that	ilk.	Whereas	
erm…	you	know	actually	getting	across	what	they	do	in	very	basic	terms	and	erm…	
wrapping	that	round	into	a	sort	of	short	statement	is	actually	what,	that’s	what	I	do	
really.	So	I	think	very,	very	rarely	will	I	try	to	do	anything	clever	with	language	on	any	of	
my	clients.		Because	clients	don’t,	don’t	want	that.		In	my	experience.	Probably	at	this	
highfaluting	kind	of	international	coca	cola	account	level,	although	the	language	in	coca	
cola	is	very	straight	forward	as	well	isn’t	it	to	be	fair,	erm…	you	know,	people	don’t,	
clients	don’t	tend	to	want	intellectual	spins	on	things	in	terms	of	language,	and	in	terms	
of	concepts.	So	some	clients	just	don’t	want	concept	driven	work	at	all	and	you	just	
deliver	it,	you	deliver	the	message	for	them	in	a	very	straightforward	clear	way.		So,	I	
don’t	know	if	that	has	answered	your	question	but	I	think	it	is	a	process	of	actually	
stripping	away	all	the	bullshit	around	a	brief,	drawing	it	down	to	brass	tacks	and	trying	
to	get	into	the	shoes	of	a	consumer	and	understanding	what	their	motivation	will	be	to	
make	a	purchase,	or	buy	that	service	or	whatever	the	point	of	the	actual	brief	is.	So	it	is	
very,	very	kind	of	erm…	action	driven.	My	mind	is	action	driven	it	is	like	well	who	are	
you,	what	do	you	sell,	what	is	the	benefit	of	that,	and	what	do	you	want	me	to	do.	So	I	
think	there	is,	I	go	through	that	process	and	come	out	with	something	at	the	end.		
	
Right	that	is	interesting	because	my	next	question	I	want	to	come	to,	you	will	start	
to	see	where	I	am	going	with	it	in	a	minute,	but	something	that	you	sort	of	mainly	
answered	I	think	for	me,	when	you	are	devising	an	advert,	and	visualise	it,	is		it	
sort	of	is	your	mental	concept,	once	you	get	your	brief,	is	it	a	completed	process	
from	the	start	or	is	it	a	building	process	requiring	a	lot	of	changes	and	refinement	
over	time?	Or	do	you	see	it	from	the	start?	
	
Subject	C:	Erm…	I	think,	I	think	I	would	say	most	things	I	can	see	quite	quickly	because	
I	have	done	them	before	like	several	times	and	it	is	a	different	spin	on	a	slightly	
different	product	or	different	company	etc,	etc.	So	I	tend	to	know	what	I	am	doing	quite	
quickly.	
	
So	you	have	a	mental	template	in	place?	
	
Subject	C:	Yes	
	
And	it	varies	according	to	the	particular…	
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Subject	C:	I	have	kind	of,	yes.	I	have	done,	I	mean	I	remember	going	to	WWAV	the	
company	in	Leeds	and	being	given	a	brief,	a	financial	services	brief	and	I	remember	
being	in	this	brief	and	being	utterly,	utterly	confused	one	of	the	first	jobs	I	ever	did	at	
WWAV	and	I	thought	whoa	way	out	of	my	depth	here,	I	have	not	got	a	clue	what	they	
are	talking	about	and	it	was	fine	because	the	copywriter	went	oh	yes	(50.00)	I	know	
what	that	is.	Went	away	and	wrote	it,	gave	me	the	copy	and	I	took	the	copy	and	looked	
at	the	brief	again	and	thought,	oh	yes	that	is	what	they	mean.	And	the	copywriter	had	
done	that	job	and	I	was,	as	an	inexperienced	art	director	at	that	point	I	was	like	…	and	it	
took	me	about	6	months	to	kind	of	get	what	that	process	was	and	then	start	doing	it	for	
myself	but	I	was	very	grateful	to	these	very	experienced	copywriters	that	they	showed	
me	the	way	in	many	ways.	And	I	think	it	is	really	interesting	like,	people	at	that	point,	
people	were	anyone,	everyone	can	write	can’t	they,	everyone	I	mean	in	my	experience	
now	everyone	is	a	designer,	everyone	can	do	design,	no	you	can’t.	Erm…	but	everyone	
can	write	so	a	copywriter	would	quite	often	produce	a	really	nicely	crafted	piece	of	copy,	
and	then	the	account	handlers	would	come	over	and	make	a	load	of	amends,	and	then	
the	client	would	do	the	same	and	the	copywriters	were	hugely,	hugely	abused	in	my	
opinion	and	I	couldn’t	believe	that	the	copywriters	didn’t	stand	up	for	their	work	more	
as	I	did	in	graphic	design	terms	at	that	point.	So	I	think,	like,	and	that	was	probably	the	
type	of	company	where	I	was	at	that	the	time		of	direct	marketing	very	sort	of	like	
scientific	and	kind	of	crafted	and	focussed,	and	the	copy	was	almost	the	bit	that	
everyone	could	have	a	bit	of	fun	on,	who	weren’t	in	the	creative	department	because	
everyone	can	write	can’t	they.	And	normally	at	best	it	would	be	like	you	say	potato	I	say	
potato	they	just	write	it	in	a	slightly	different	way,	but	normally	they	would	make	it	
kind	of	significantly	worse	((laughs))	and	I	think	erm…	copy	what	I	mean	certainly	my	
experience	was	abused	by	meddlers,	mad		meddlers	a	lot	but	it	tended	to	be	the	sort	of	
more	the	body	copy	rather	than	the	headline	stuff.		They	would	leave	me	alone	actually	
to	a	level	but	then	really	stick	the	boot	in	with	the	copywriters	((laughs))	and	change	it,	
what	was	your	question	I	can’t	remember	your	question.	
	
Yes	whether	you	see	it	as	a	completed	from	the	start	or	whether	it	is	a	building	
process.		
	
Subject	C:	Yes	so	I	suppose	what	I	was	saying	was	at	that	point	I	took	that	brief	I	was	
out	of	my	depth,	I	needed	the	copy	to	show,	I	needed	the	copywriter	to	show	me.		Now	if	
you	gave	me	that	brief	I	have	probably	done	it,	I	have	probably	done	I	mean	I	have	got	
20	I	would	have	graduated	23	years	I	think	in	September	or	no	round	about	now	isn’t	it	
actually	when	you	graduate,	graduated	in	93,	no	22	years	so	I	have	probably	seen	that	
brief	before,	at	some	point	because	I	have	never,	I	have	never	taken	a	break	from	this	
sector	I	have	always	worked	in	this	job.		So,	the	process	now	is	I	have	always	got	
something	to	reference	that	I	have	done	previously	so	that	kind	of	working	out	that	that	
copywriter	had	to	do	for	me,	I	already	kind	of	know	that	in	my	head.	
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That	working	out	that	you	have	just	mentioned	there,	what	does	it	actually	entail,	
that	is	what	I	am	trying	to	sort	of	really	dig	into.	
	
Subject	C:	I	think	it	is	what	as	I	said	before	it	is	like	stripping	away	all	the	bullshit.		
	
To	the	real	purpose	of	it?	
	
Subject	C:	Yes,	
	
Was	the	creative	process	[53.30]	
	
Subject	C:	Quite	often	with	a	client,	I	am	trying	to	think	of	a	good	example	of	a	client	we	
have	got,	they	might,	so	we	work	with		a	shipping	consultancy,	at	the	moment	who	are	
an	international	outfit,	and	again	we	rebranded	them	last	year	and	erm…	we	did	their	
website	and	we	have	just	actually	when	I	was	on	the	phone,	we	have	just	done	an	e-mail	
communication	this	morning	out	to	their	database	which	has	gone	out	which	I	wrote	
and	designed.		And,	erm…	interestingly	if	they	give	you	a	brief	they	will	say	I	want	to	do	
a	communication	to	my	database	and	I	want	to	talk	about	pre-purchase	vessel	
inspections	and	I	want	to	talk	about	dry	docking	and	I	want	to	talk	about	flag	
administration	and	I	want	to	talk	about,	and	I	want	to	talk	about,	and	I	want	to	talk	
about	and	don't	forget	to	mention	this.	And	we	are	in	Shanghai	and	in	Dubai	and	it	is	
like	whoa,	and	I	think	part	of	my	job	again	is	to	say	actually	if	someone	is	going	to	read	
an	e-mail,	at	best	they	are	going	to	glance	at	it,	in	the	way	that	people	glance	at	that	
letter,	that	direct	mail	letter	and	there	is	a	lot	of	similarities	between	what	direct	mail	
did	on	the	skills	I	learnt	then	and	what	happens	now	in	on-line	comms.	People	at	best	
will	see	a	visual,	that	will	hopefully	tell	them	what	the	theme	is,	they	will	see	a	headline	
that	will	set	it	and	there	will	be	some	subheads	within	that	letter	that	they	can	scan,	
(55.00)	and	then	they	will	delete	it	or	they	will	go	to	something	else.	If	they	are	really	
interested	they	will	then	read	that	letter	and	press	on	a	link	and	it	is	about	you	know	a	
client	and	account	handlers	generally	will	want	to	do	something	but	they	will	want	to	
talk	about	20	things,	it	is	my	job	to	say	no,	no	you	need	to	speak	about	1	thing,	you	need	
to	be	really,	really	focussed	about	one	aspect	of	that	communication	and	get	across	one	
point	on	the	basis	that	someone	is	only	going	to	take	3	seconds	to	look	at	it.	So	on	e-mail	
for	instance,	as	a	communication	platform	the	subject	line	is	really,	really	important.			I	
mean	obviously	there	are,	if	you	use	free	sex	chocolate	kind	of,	if	you	use	the	word	free	
or	sex	or	any	kind	of	overtly	salesy	language	in	a	subject	line	it	will	just	go	into	a	spam	
box	so	you	have	got	to	be	careful	about	what	you	say	but	that	line	can	really,	really	
affect	whether	that	e-mail	is	deleted	or	opened.		So,	there	is,	it	is,	so	language	is	like	
vitally	important	to	the	success	of	a	communication	on-line	in	the	e-mail	sense	and	I	
think,	and	that	is	again	like	you	can	only	write	well	about	one	thing	I	would	say,	and	it	is	
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a	process	of	saying	well	this	is	who	you	are,	this	is	what	you	are	good	at,	this	is	what	you	
do,	this	is	what	you	want	the	client	to	do,	and	it	is	one	thing	and	it	is	a	sort	of,	but	a	
client	will	naturally	want	to	talk	about	all	15	things	they	do.		And	so,	it	is	almost	like	a	
corralling,	it	is	a	job	of	corralling	the	information	and	using	the	right	sort	of	thing.	So	the	
programme	we	are	doing,	there	is,	the	e-mail	that	went	out	today,	is	the	first	of	a	5	stage	
e-mail,	communication.	So	there	is	an	e-mail	going	out,	once		a	week	for	the	next	5	
weeks,	and	that	programme	is	going	to	build	up	a	story	of	all	the	things	they	do.	And	
work	as	a	kind	of	drip	feed	in	terms	of	all	of	the	15	things	they	do	are	going	to	be	
encapsulated	in	all	of	these	e-mails	but	not	at	the	same	time.	
	
So	what	do	you	headline	then?		
	
Subject	C:	What’s	what?	
	
Going	back	to	your	headline	then,	you	have	got	one	shot	really	to	make	that	
immediately	relevant,	to	the	reader.	
	
Subject	C:	Yes	
	
And	if	it	is	not	relevant	to	them	it	goes	in	the	bin.	
	
Subject	C:	Yes	that	is	direct	mail	yes,	which	is	the	same	with…	
	
That	is	very	interesting	to	my	work,	that	is	very	interesting.	I	will	speak	more	
about	that	later.	
	
Subject	C:	Ok	
	
The	next	one	really	and	again	it	is	a	generic	question	for	all	advertisers	I	don’t	
know	if	it	applies	to	you,	it	possibly	does	do,	to	what	extent	does	your	approach	
differ	according	to	whether	you	are	promoting	a	brand,	that	is	your	main	issue,	
getting	your	brand	known	or	advertising	a	specific	product.		
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Subject	C:	Yes	erm…	
	
Is	there	a	difference?	
	
Subject	C:	There	is	erm…	yes	there	is	a	difference	yes.		Erm…	because	quite	often,	erm…	
quite	often	you	know	products	will	be	defined	by	service	around	it,		regardless	of	how	
good	or	not	that	product	is.	We	have	one	client	actually	who,	this	is	more	a	branding	
thing,	we	have	one	client	who	we	did	a	research	piece	around	erm…	it	was	about	2	
years	ago		now.	We	had	more	staff	then.			Erm…	and	essentially	they’re	a	business	who	
are	reseller	for	a	really	well	known	software	product,	in	industrial	automation	boring	
subject	but	basically	if	you	have	got	a	production	line,	and	you	are	making	jam	tarts	the	
jam	that	pops	into	the	middle	of	the	tart	has	to	be	56%	Fahrenheit	hot,	if	it	is	45	it	won’t	
set	properly,	if	it	is	too	hot	it	will	burn	the	pastry	underneath	it,	so	their	software	
automates	all	the	processes	in	an	industrial	process.		So,	that,	see	I	have	explained	that	
to	you	in	20	seconds,	they	couldn’t	explain	it	in	those	terms,	so	my	job	is	to	understand	
what	they	do	and	tell	it	to	you	in	a	really	simple	way.		The	difference	is,	with	them	is	
that	they	are	often	talking	to	kind	of	process	engineers	who	understand	all	the	ins	and	
outs	of	it,	but	and	I	still	don’t	really	understand	what	they	do,	but	I	understand	it	
enough	to	tell	you	what	they	do	((laughs))	which	is,	which	is	the	process	that	I	had	to	go	
through.	But	they	would	struggle	to	tell	you	that	in	those	terms.			
	
So	to	go	back	to	it,	so	they	are	a	business	based	in	Manchester,	sort	of	20	million	pound	
turnover	business,	work	internationally,	erm…	got	this	really,	really	well	known	piece	of	
software	which	is	like	the	industry	standard	in	many	ways,	or	it	is	one	of	the	industry	
standards.	It	is	not	quite,	it	is	not	quite	a	coca	cola,	it	is	not	pepsi	(1:00:00)	but	it	is	
probably	a	virgin	cola	type	in	terms	of	analogy.	They	are	actually	defined	by	that	
product.		Now	that	product	is	a	software,	it	is	a	piece	of	software,	and	it	will	do	certain	
things,	but	what	they	do	is	they	provide	the	support	and	the	kind	of	training,	to	deliver	
this	product.		That	that	makes	it	is	like	that	product	buy	that	product	from	us,	we	do	all	
of	this	around	it.		Products	is	a	great,	product	there	is	lots	of	other	products	that	are	
great	products,	there	is	lots	of	other	businesses	who	will	sell	you	those	products,	but	the	
reason	you	buy	that	product	from	us	is	the	service	level	around	it.	So,	it	can	vary,	but	
and	that	was	an	example	of	when	they	have	to	be	connected	because	sometimes,	it	is	
like,	it	is	like	shopping	at	Lidl,	isn’t	it.	Shopping	at	Tesco	I	don’t	know	if	you	have	
shopped	at	Lidl	and	Tesco,	in	the	UK	recently	you	go	into	Tesco	everything	is	probably	
30%	more	expensive,	and	but	there	is	lots	of	staff	on	the	checkouts	so	you	don’t	have	to	
wait	very	long	and	they	are	usually	like	quite	tidy	and	clean	and	polite	and	you	walk	out	
having	paid	30%	more.	You	go	to	Lidl	it	is	a	lot	cheaper	but	there	is	one	cashier	on,	
there	is	a	massive	queue,	got	to	pay	for	your	own	carrier	bags,	like,	service	customer	
service	is	like	non-existent	almost	but	you	accept	it	because	you	are	paying	a	lot	less	for	
it.	So,	I	think,	I	think	there	is	a	very	clear	difference	between	what	you	are	selling,	and	
what	those	products	are.		And	then,	and	then	the	company	who	deliver	that.		So	I	don’t	
know	if	that	has	answered	your	question.	
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Yes,	I	was	just,	how	your	approach	as	advertiser	would	differ	if	you	were…	you	
were	there	to	support	a	brand,	we	want	to	get	out	brand	known	to	the	public	out	
there	versus	well	we	have	[01.01.52]	new	baked	beans	with	a	chilli	sauce	on	them,	
they	are	really	nice	and	we	want	to	get	those	out	to	the	people,	want	people	to	go	
and	taste	them.	
	
Subject	C:	I	think	it	varies	from	client	to	client	to	be	honest.		I	mean	we	work	for	a	
furniture	retailer	who	are	erm…	again,	they	are	not,	there	is	the	big	5	furniture	retailers	
in	the	UK	like	DFS,	SCS	and	people	like	that	they	are	number	6	in	the	UK.		So	they	are	a	
big	outfit	but	not	nationally	known	they	are	very	regionalised.		And	when	we	do	work	
for	them	it	is	all	about	product.		So	it	is	sofas	basically,	and	it	is	all	about	this	sofa	at	that	
price,	and	that	is	how	much	you	save,	and	isn’t	this	a	great	sofa.	Like	the	other	concerns	
around	their	service	levels	and	their	shops	being	this	standard	or	that	standard	is	
irrelevant,	to	them	in	that	advertising.	
	
So	they	are	transmitting	information	really.	That	is	what	they	are	doing.	
	
Subject	C:	Basically	and	it	isn’t	and	we	have,	we	have	attempted	to	sort	of	do	brand	
building	things	with	them	and	we	have	attempted	to	kind	of	you	know	why	would	you	
go	and	buy	a	sofa	from	Laura	Ashley,	because	it	is	Laura	Ashley.	Why	do	you	go	to	Ikea,	
because	it	is	cheap	you	don’t	brag	to	your	mates	you	have	got	an	Ikea	sofa,	do	you	and	
we	have	attempted	to	do	an	amount	of	brand	work	with	them,	and	they	are	like	they	
have	got	like	a	sales	mentality,	they	are	not	interested	at	all.	So	any	attempt	to	kind	of	
deliver	a	branded	campaign	with	intellectual	content	it	is	like,	a	picture	of	a	sofa,	picture	
of	a	sofa,	a	price	point	and	a	saving	point	and	isn’t	this	a	great	sofa.	It	is	made	of	this	
type	of	leather,	and	it	has	got	this	protractible	bit,	isn’t	it	great	for	this	price,	bang	that	is	
it.		So	it	can	vary	very	much	but	I	mean	interestingly	the	erm…	the	marine	shipping	
consultancy	I	mentioned	earlier,	they	are	all	about	quality	of	the	service,	you	know	
there	is	other	people	who	do	what	they	do,	but	it	is	thoroughness	of	what	they	do	and	
actually	their	big	selling	point	is	the	clarity	of	the	reporting	around	what	they	do.	So	
speaking	to	people	in	layman’s	terms.	So	they	will	do	this	big	complex	technical	ship	
inspection,	but	they	were,	their	position	is	that	they	work	for	a	lot	of	like	financial	
entities,	so	they	need	to	speak	to	the	finance,	these	people	in	charge	of	these	financial	
entities	in	a	certain	way	not	in	a	kind	of	technical	way	it	is	using	layman’s	language	as	
such	so	laymen’s	terms.	So	but	they	are	all	about	the	service,	about	the	kind	of	
standards	that	they	kind	of	get	over.		
	
Right	you	have	answered	that	question	thank	you.			Do	you	actually	consciously	
think	about	semiotics	when	you	are	actually	designing	ads	now	or	does	it	occur	to	
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you,	do	you	reflect	back	to	what	you	were	taught?	Or	is	it	now	just	second	nature	
and	instinctive	and	intuitive	and	so	on?	
	
Subject	C:	I	think,	I	think	it	would	be	intuitive,	really	erm…	I	think,	I	think	at	the	level	
we	work,	I	think	very,	very	few	clients	want	a	sort	of	clever	(1:05:00)	semiotic	kind	of	
approach	to	what	they	do.	
	
You	don’t	pull	out	Barthes	or		
	
Subject	C:	No	I	think	that	erm…it’s,	obviously	this	is	anonymous	isn’t	it	as	such.	
	
Of	course	it	is	yes.	
	
Subject	C:	Yes	I	mean	I	think	the	((laughs))	I	am	turning	round	just	in	case	the	
marketing	manager	who	works	here	is	in	here,	erm…	I	think,	I	don’t	know	if	this	is	just	
me	getting	old	and	getting	cynical,	and	becoming	bitter	I	don’t	think	it	is.		I	think	the	
level	of	intellectual,	marketing	used	to	be	an	expensive	thing	to	do	and	be	in.		Like	in	my	
WWAV	days	in	Leeds	in	the	sort	of	late	to	mid	90s,	mid	to	late	90s	like	you	know	we	
were	doing	print	runs	of	half	a	million,	on	a	DM	piece.		You	know	we	would	maybe	
charge	10	grand	per	mailing,	for	the	creative	it	was	big,	it	was	big	cost,	it	was	big	print	
runs	there	was	big	stakes,	erm…	I	mean	my	erm…	my	record	in	terms	of	a	print	run	is	
22.5	million.		I	mean	I	would	say	I	haven’t	done	a	print	run	bigger	than	1000	for	quite	
some	time	now.	So	your	entry	level	is	vastly	different	to	what	it	was,	so	whereas	it	used	
to	be	an	industry	full	of	professionals,	I	would	say	now	it	is	an	industry	that	has	
professionals	at	various	levels	but	is	full,	is	full	of	people	who	don’t	really	know	what	
they	are	doing	and	that,	so	I	think	the	industry	has	been	deskilled,	de-intellectualised,	
and	the	content	is	almost	becoming	less	impressive	and	that	is	why	I	think	my	skills	are	
actually	becoming	more	relevant	because	I	know,	I	have	done,	Barthes,	I	have	got	
Barthes	I	have	done…	Jackie	Walsh,	I	will	seek	it	out	and	I	will	e-mail	you.	Erm…	and	I	
think	the	intellectual	content,	marketing	has	become	kind	of	it	is	almost	like	I	am	going	
to	sound	really,	really	patronising	now,	but	it	has	become	the	kind	of	choice	of	people	
who	aren’t	hugely	academic	who	want	a	bit	of	fluff	around	what	they	do	and	it’s	kind	of	
like	there	is	a	lack	of,	there	is	a	real	lack	of,	of	professional	rigour	within	marketing	as	a,	
and	if	anything	on-line	has	made	it	worse.	Anyone	can	put	up	a	website,	anyone	can	call	
themselves	a	website	designer	now	they	don’t	have	to	be,	I	can	call	myself	a	designer	
because	I	went	to	university	and	I	have	done	the	job	for	20	years,	but	I	will	be	up	
against	some	kid	who	has	never	been	to	art	college	or	never	done	a	degree	in	design,	he	
will	be	like	oh	yes	I	am	a	website	designer	and	what	he	does	is	knows	how	to	use	
WordPress.	
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Semi-skilled.	
	
Subject	C:	He	is	semi-skilled.	So	I	think	the	industry	has	been	massively,	massively	
deskilled.		And,	erm…	as	a,	as	a	for	instance,	and	this	is	like	life	in	the	regions	I	guess	I	
mean,	I	am,	we	are	probably	able	to	charge	about	half	what	we	were	able	to	charge	10	
years	ago	for	our	time,	so	I	mean	don’t	get	me	wrong	it	is	still	an	interesting	job	and	it	is	
still	engaging	in	a	way	that	working	in	a	supermarket	isn’t	but,	whereas	you	know	I	
would	say	there	is	still	a	lot	of	money	in	it	for	the	big	firms	doing	that	highfaluting	stuff,	
and	driving	the	work	with	big	brands,	but	there	has	been	a	real	move	to	kind	of	in-
house	services	now.	So	even	the	software	that	we	use	has	become	easier	to	use	and,	the	
level	of	knowledge	to	operate	the	software	has	become	deskilled	anyone	can	like	knock-
out	a	double	sided	flier	now	it	is,	so	the	work	we	tend	to	get	is	actually	more	
complicated,	intelligent	stuff	now	thankfully	and	doing	that	brochure	churn,	anyone	can	
use	word,	you	can	insert	a	picture	into	word	and	type	stuff	in,	people	kind	of	almost	
think	that	is	design	now.	So	I	don’t	know	if	you	think	that,	or	I	don’t	know	if	it	is	just	me	
being	bitter…	
	
No,	no	when	you	look	at	some	of	the	adverts	I	see	in	the	newspaper	from	like	Asda,	
I	look	at	those	and	think	I	could	have	written	that	and	I	have	no	experience	
whatever,	I	could	have	done	that.			
	
Subject	C:	So	I	think	your	question	about	semiotics	is	interesting	actually	because	I	
think	it	is	becoming	like,	more	brainless	to	be	honest	as	a	business	and	as	an	industry	
and	I	think	you	know	there	will	always	be	that	real	top	echelon	of	stuff	going	on,	
(1:10:00)	but	I	think	there	is	a	lot,	a	lot	of	shite	goes	on,	a	lot	of	shite	and	erm…	yes	that	
is	my	professional	opinion	yes	which	sounds	very	bitter	I	know	but	there	we	are.	
	
No	that	is	only	truth.	The	next	one	you	have	answered	for	me	so	I	won’t	ask	you	
that	one	again.		Erm…		we	have	talked	about	that	one	so	I	am	moving	down	
quicker	now	erm…	if	you	are	advertising	to		group	of	people	how	do	you	actually	
identify	your	target	audience,	what	work	do	you	do	for	that	or	is	it	part	of	the	
brief	or	how	does	that	work?	
	
	Subject	C:	A	lot	of	it	is	around	erm…	it	is	very,	very,	very	relevant	and	I	think	a	lot	of	it	
is	around	erm…we	do	a	lot	of,	when	we	do	direct	mail	a	lot	of	it	is	around	data	selection	
and	selecting	the	right	type	of	data.	We	tend	to	do	more	business	to	business	stuff,	so	
for	instance	I	put	a	data	brief	out	the	other	day	for	something,	and	it	will	tend	to	be	
around	senior	decision	makers,	so	director	level	people	in	certain	sectors,	in	businesses	
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of	a	certain	size,	in	a	certain	geography	and	that	is	the	selection	so	that’s	from	a	
business	to	business	perspective.		
	
	
Yes,	yes	well	actually	that	is	probably	getting,	what	we	probably	do	is	say	we	want	to	
start	to	speak	to	facilities	direct	managers	and	operations	directors	in	these	sectors,	in	
these	geographies	and	what	is	the	data	count	please	type	thing.		If	you	are	doing	kind	of	
more	erm…	consumer	stuff,	I	will	go	back	to	our	furniture	client	actually	when	we	did	a	
big,	the	last	big	mailing	actually	which	was	probably	about	4	years	ago,	3	years	ago	that	
we	did	was	for	them	and	I	think	it	was	like,	it	might	have	been	a	couple	of	100	thousand	
or	maybe	half	a	million	or	something	like	that,	it	was	the	last	big	job	we	did,	and	it	was	
basically	it	was	basically	a	sales	leaflet	like	a	double,	well	a	little	booklet	I	guess	and	it	
was	sent	out	to	a	specific	audience.	So	the	sofa,	furniture	client,	it	is	kind	of	like	it	is	not	
Laura	Ashley,	it	is	not	M&S	but	neither	is	it	sort	of	bargain	basement	they	are	kind	of	
like	a	middle	ground.	They	are	affiliated	to	the	co-op	so	that	gives	you	an	idea.	They	are	
not	too,	they	are	not	too	much	that,	they	are	very,	they	are	actually	right	in	the	middle	
now	I	think	about	it.		So	their,	the	data	selection	around	them,	was	about	identifying	
people	of	a	certain	age,	or	certain	age	band,	of	a	certain	sort	of	erm…	a	certain	income	
level,	living	in	certain	geographies,	so	certain	drive	times	of	the	various	stores	that	we	
were	kind	of	promoting,	so	it	was	more	it	was	less	about	the	kind	of	intellectual	kind	of,	
it	wasn’t	about	do	they	read	the	Guardian,	or	do	they	read	the	Sun	it	was	more	about	
well	if	they	live	in	that	kind	of	area,	and	they	are	in	that	kind	of	house,	probably	
educated	to	that	kind	of	level,	and	they	are	probably	the	type	of	person	who	buys	
furniture	from	this	store,	so	it	was	more	around	lifestyle	and	sort	of	those	kinds	of	
indicators	rather	than	being	kind	of	more	micro	in	the	kind	of	cultural	sense	in	terms	of	
you	know	like	lifestyle	choices	and	stuff	like	that,	it	wasn’t	that.		But	it	is	to	the	point	
where,	you	know	there	will	be	a	street	there	who	has	a	house,	houses	of	a	certain	sort	of	
size	and	you	know	you	want	3,	you	want	houses	with	2	bedrooms	etc	because	that	
indicates	family	blah,	blah,	blah	in	certain	areas	but	the	street	next	to	it	might	be	a	row	
of	council	houses	for	instance.		And	you	wouldn’t	necessarily	mail	that	street	even	
though	it	is	next	to	that	one,	even	though	they	are	in	the	same	sort	of	area.	So	it	is	down	
to	that	kind	of	level	really.	
	
Right.		Erm…	
	
Subject	C:	But	sorry	I	will	give	you	another	example	of	stuff	we	are	doing	at	the	
moment	and	this	is	really	interesting	and	it	is	again	it	is	about	language,	well	it	is	about	
audience.	So	one	of	the	best	platforms	at	the	moment,	one	of	the	best	platforms	on-line	
in	terms	of	like	advertising,	is	Facebook.	How	do	Facebook	make	their	money	
	
I	haven’t	got	a	clue.	
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Subject	C:	Ok	Facebook	ok,	so	I	am	on	Facebook.	So	Facebook	knows	that	I	am	44	years	
old,	yes	I	am	44	yes.	I	had	to	think	about	that.	So	Facebook	knows	I	am	44	years	old,	it	
knows	(1:15:00)	I	have	got	an	interest	in	cricket,	in	literature,	in	film,	in	di,	di	di	di	di,	
and	it	knows	I	live	where	I	live	as	well	so,	Facebook	is	very	good	at	profiling	who	you	
are.	Now	if	you	do	Facebook	advertising	you	can	select	very	specific	age	groups	and	
audiences,	so	we	are	at	the	moment	doing	a	campaign	which	is	proving	to	be	very	
successful	and	very	effective	for	a	university	who	do	a	certain	type	of	vocational	degree	
based	around	the	music	and	entertainment	industry	basically.	And	so	what	we	are	
doing	at	the		moment	is	we	are	targeting	17	to	18	year	olds,	who	have	got	interests	in	
music,	in	certain	geographic	locations,	who	erm…	who	are	probably	going	to	go	to,	are	
thinking	about	higher	education,	further	education.		So	we	are	doing	a	very	targeting	
campaign	so	you	won’t	see	these	ads,	if	you	are	22	if	you	are	18	you	will.	So	we	have	
located	an	age	group,	in	certain	geographies	around	where	this	university	is,	but	also	
gone	into	what	their	kind	of	cultural	interests	are,	because	we	know	they	need	to	be	
quite	technical	because	it	is	like	it	is	basically	like	erm…	stage	management,	visual	
productions	type	things.		So	they	need	to	be	a	bit	arty,	they	need	to	be	a	little	bit	
technical	as	well	they	are	probably	going	to	be	interested	in	music,	and	entertainment	
and	film	and	things	like	that,	and	we	know	they	need	to	be	the	right	age	in	this,	and	we	
know	that	they	need	to	be	kind	of	looking	to	go	to	university	and	stuff	like	that	as	well.		
Which,	you	know,	we	are	funnelling	this	campaign	to	that	very,	very	small	sort	of	
distinct	audience	and	that	campaign	is	working	like	[01.16.56]	the	sign-ups	are	going	
very,	very	well.		So,	and	that	is	a	very,	that	is	like	direct	marketing	so	that	is	about	like	
writing	the	right	kind	of	ad,	and	we	have	come	up	with	a	campaign	concept.	It	is	one	of	
the	nicest	bits	of	work	we	have	done	actually	in	terms	of	concept	driven	stuff	and	it	is	all	
about	erm…the	campaign	is	called,	it	is	#	because	it	is	all	online	now.			
#careerslessordinary.			And	it	is	all	about	them	doing,	taking	a	degree	that	will	end	up	in	
a	job	where	they	will	be	a	stage	manager	for	a	touring	concert	that	tours	the	world.		So	
it	is	very	much	around	what	their	aspirations	are.	It	is	a	career	less	ordinary	it	is	not	an	
office	job,	it	is	going	to	be	on	the	road,	it	is	not	going	to	be	9	–	5,	it	is	going	to,	you	are	
going	to	meet	popular	artists	and	rock	stars	and	roadies	and	all	that	kind	of	thing,	you	
are	a	roadie	you	can	be	a	roadie	you	know	as	a	result	of	doing	this	degree.		So	and	it	is	
very	much	about	tapping	into	kind	of	that	audiences’	sort	of	aspiration	sort	of	like	I	
don’t	want	to	work	at	Tesco,	I	don’t	want	to	work	in	a	9-5	job,	I	want	to	do	something	
that	is	going	to	earn	me	like	a	good	amount	of	cash	and	be	an	interesting	varied	career,	
so	I	think	that	is,	and	encapsulating	careers	less	ordinary	as	a	concept	theme,	the	client	
bought	it	absolutely	bought	it	straight	away	it	was	like	me	telling	them	what	their	
campaign	concept	is	and	it	was	like	and	I	presented	it,	in	a	pitch	it	was	one	of	the	first	
ideas	I	had,	oh	yes	#careerslessordinary,	bang,	that	is	what	that	is	and	it	was	about	and	
they	bought	it,	like	they	didn’t	even	discuss	it	they	bought	it	there	and	then.	So,	so	that	is	
the	bit	that,	that	is	what…	
	
That’s	as	specific	as	you	can	get	is	it…	yes.		So	a	quick	question	about	this,	could	
you	just	tell	me	how	do	you,	what	steps	do	you	take	to	make	sure	that	you,	the	
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intended	recipient	of	the	advert	actually	understands	it	and	gets	the	full	point	of	
what	you	are	saying?	
	
Subject	C:	I	just	think	it’s	about,	again	like	I	said	boiling	it	down	to	a	simple	statement	
that	you	can	understand	really	quickly.	I	talk	about	that,	industrial	automation	software	
provider	what	do	you	do,	well	((laughs))	you	could	sit	here	for		2	hours,	a	technical	guy	
would	sit	here	for	2	hours	and	tell	you	what	they	do	but	if	I	say	oh	they	control	the	
temperature	of	the	jam	that	goes	in	the	tarts	in	an	industrial	automation	process,	the	
software	they	provide	does	that,	you	get	it	don’t	you.		And	I	think	it	is	about	that	is	what	
an	ad	is	isn’t	it,	it	is	like	saying	well	what	do	we	do,	what	is	the	benefit	of	dealing	with	us,	
what	how	are	we	going	to	make	your	life	easier	or	better	or	how	are	we	going	to	make	it	
more	interesting	and	it	is	almost	like,	boiling	down	to	that	very	basic	core	desire,	you	
know.	All	these	17	–	18	year	old	kids	what	is	their	core	desire,	it	is	to	have	a	really	great	
time	at	work	and	earn	loads	of	cash.	It	is	a	career	less	ordinary.	And…	
	
I	was	thinking	back	to	your	mythologies	which	is	what	you	mentioned	
there(1:20:00)	I	mean	one	of	the	examples	that	Barthes	gives	is	erm…	Italianicity	
I	don’t	know	if	you	recall	that	one.	
	
Subject	C:	Yes,	yes	
	
Where	…	
	
Subject	C:	Using	red,	yellow	and	green.	
	
Italian	colours	this	kind	of	thing	for	the	pasta.		
	
Subject	C:	Yes	do	you	know	that	is	interesting	I	remembered	that	from	mythologies	and	
I	used	it	to	explain	the	concept	of	erm…	semiotics	to	my	business	partner.	I	couldn’t	
remember	the	term	Italianicity	but	I	used	it	as	a	sort	of	example.		
	
Yes	it	is	what	he	came	up	with	isn’t	it,	and	one	does	wonder,	I	wonder	to	some	
extend	is	do	people	see	that	Italianicity	in	that	advert.		Are	they	getting	it	that	
message?	It	is	very	cleverly	crafted	but	are	they	getting	it?	
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Subject	C:		Yes,	yes	I	think	it	is	interesting	isn’t	it,	it	is	not	just	through	language	is	it,	it	
is	through	visual	language	as	well,	and	I	mean	this,	the	e-mail	I	did	this	morning	for	the	
shipping	consultancy	it	has	got,	erm…	a	5	point,	there	is	5	points	why	their	service	is	
better	than	anyone	else’s,	and	I	wrapped	it	up	as	a	5	star	guarantee,	so	the	opening	line	
was	guaranteed	by	[01.21.07]	the	company	and	then	I	have	got	5	stars	so	I	am	using	
visual	language	to	reinforce…	
	
Signify	what	Barthes…	
	
Subject	C:	Yes	and	I	very	much	doubt	whether	anyone	will	read	through	the	5	points	
but	they	will	see	5	star	guarantee,	and	5	lovely	like	silver	stars	looking	nice	and	classy,	
and	they	will	go	oh	yes,	yes.	Oh	yes	they	must	be	good	because	they	guarantee	it.		What	
do	they	guarantee	well	we	never	actually	say	really	((laughs))	but	it	is	just	getting	the,	
it’s	just	getting	across	really	quickly	that	they	are	someone	who	can	be	trusted.		That’s	
basically	it	is	like	are	you	going	to	make	me	look	stupid	in	front	of	my	boss,	is	often	a	
core	kind	of	concern	for	people	buying	professional	services.		You	know	it	is	the	IBM	
thing,		you	know	no	one	gets	fired	for	buying	IBM	do	they	and	it	is	like	you	have	to	
almost	position	your	client	as	the	IBM	of	whatever	their	world	is,	so.	But	as	I	say		it	is	
like	I	say	it	is	through	visual	language	as	much	as	erm…	as	words	and	I	think	that’s	
where	you	know,	a	graphic	designer	would	just	think	visually	I	think	and	I	think	an	art	
director	or	a	creative	director	would	think	about	how	that	visual	can	combine	with	a	
message	to	make	it	more	powerful	and	work	harder	and	be	clearer.			
	
Do	you	make	a	particular	point	of	using	icons	in	fact	you	have	just	told	me	you	
have,	haven’t	you,	you	have	used	some	icons	in	your	stars.	Obviously	you	have	a	
mental	collection	of	these	that	you	can	call	upon	and…	
	
Subject	C:	I	think	yes,	I	think	you	know	if	you	can	make,	if	you	can	visualise	something	
and	make	it	clear,	I	think	people	will	always	look	at	visuals	first,	and	then	they	will	look	
at	words	second,	so	if	you	can	combine	an	apt	visual	with	the	right	kind	of	language	
then	you	are	doing	your	job	very	quickly.		
	
So	you	make	an	association	between	the	visual,	and	a	word	or	two	or	a	phrase	or	
something	like	that?	
	
Subject	C:	Yes,	yes.		
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And	the	two	operates	as	a	combine	unit	to	create	a	combined	meaning?	
	
Subject	C:	Yes	so	whereas	I	think	like	I	go	back	to	my	old	days	of	working	with	
copywriters	they	would,	some	of	them	would	think	visually	and	the	guy	who	was	
brilliant	but	burnt	out	was	very,	very	visual	in	terms	of	the	way	he	thought	but	a	
copywriter	some	copywriters	would	just	write	what	the	brief	was	but	not	visualise	it	in	
any	way.	One	copywriter	I	used	to	work	with	actually	erm…	did,	really	he	would	always	
provide	a	scamp,	a	drawing	of	the	way	he	would	think	it	would	work	visually,	not	
necessarily	in	terms	of	styling	but	in	terms	of	hierarchy,	and	he	would,	he	was	a	stick…	
he	did	stick	men	drawings	and	they	were	hilarious	really	but	he,	he	would	seek	to	
visualise	what	he	was	trying	to	get	across	through	these	really	rubbish	drawings	but	
they	actually	once	I	saw	them	and	saw	his	copy	that	I	knew	instantly	what	he	was	after	
and	he	was	the	guy	who	was	in	that	original	the	example	where	I	didn’t	know	what	the	
job	was,	and	he	gave	me	the	copy	and	I	understood	it.	He	was	the	first	good	copywriter	I	
worked	with,	he	really	taught	me	a	lot	of	the	ropes	and	yes.	So	yes	when,	when	it	is	like	
the	Italian	stuff	isn’t	it,	when	it	gets	visual	and	combines	with	[01.24.31]	that	is	when	it	
is	at	its	most	powerful.	
	
The	last	question	really	then,	because	I	think	you	have	answered	everything	else	
erm…	do	you,	I	think	you	even	have	answered	this,	I	am	just	it	is	a	question	really	
about	pre-existing	knowledge	of	the	customer.		And	how	many	assumptions,	what	
kind	of	assumptions	do	you	make	about	that	and	how	do	you	verify	those	
assumptions	are	correct,	because	they	must	have	some	knowledge	otherwise	they	
are	not	going	to	understand	your	ads	surely.	
	
Subject	C:	About	the	end	consumer?	
	
Yes	
	
Subject	C:	Sorry	just	repeat	the	question.	
	
Yes	I	am	looking	at	the	area	I	was	thinking,(1:25:00)	in	order	to	make	sense	of	
your	adverts	you	must	assume	some	pre-existing	knowledge.	
	
Subject	C:	Yes	
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And	how	do	you	sort	of	check	that	out	or	do	you,	or	what	assumptions	do	you	
make	about	that?	
	
Subject	C:	I	think	that	is	a	gut	feel	thing	really.		I	think	erm…	I	think,	sometimes,	
sometimes	it	is	not	just	a	selling	job,	it	is	an	education	job	as	well	and	erm…	we	have	
done	a	lot	of	work	with	a	health	supplement	business,	over	the	years	and	erm…	and	
they	are	not	the	Boots	end	of	supplements,	they	are	not	like	you	know	3	packs	for	a	fiver	
sort	of	end	they	do	some	very	sort	of,	very	they	work	with	doctors	to	put	quite	kind	of	
sophisticated	products	together	for	very	specific	kind	of	health	concerns	and	issues.	
And,	often	the	issues	we	will	come	up	with	when	he	does	something,	is	that	no	one	
knows	about	the	product,	no	one	knows	about	why	you	should,	there	isn’t	any	inherent	
knowledge	in	the	market	of	the	product.	He	is	a	trail	blazer,	he	will	put	this	new	product	
together,	and	everyone	is	going	why	the	fuck	do	I	need	that,	I	don’t	understand	why	I	
need	that.		And,	and	when	I	do	work	for	him,	there	is	often	an	education	job	to	go	with	it,	
which	means	you	can’t	do	it	as	a	complete	sell,	sell,	sell	because	you	have	got	to	educate	
an	audience	about	the	particular	product	first.		So	he	works	in,	he	does	a	lot	of	erm…	
like	erm…	so	he	works	in	the	field	of	fish	oils	and	omega	3,	and	it	is	like	you	might	
understand	what	omega	3	is	and	why	it	is	important	or	not	but	most	people	have	a	
vague	sense	that	fish	and	fish	oil	is	good	for	them	but	they	don’t	know	why,	and	they	
will	go	to	Boots	and	buy	3	tubs	for	a	quid	or	whatever	it	is,	and	what	they	are	taking	is	
more	fish	fat	that	omega	3,	but	they	don’t	really	understand	what	bit	of	the	omega,	what	
bit	of	the	fish	they	need	or	the	fish	oil	they	need.		So	that	is	an	educational	process	erm…	
but	to	do,	to	get	that	across	and	then	sell	is	really	hard,	because	you	have	got	to	kind	of,	
you	have	got	to	do	it	in	a	staged	way	and	unfortunately,	this	client	his	pockets	aren’t	
deep	enough	to	do	that	job	quite	frankly.	Even	though	he	has,	he	has	created	a	set	of	
products	that	are	absolutely	brilliant	really,	but	he	just	it	is	just	too	difficult	to	get	it	
across.		
	
Market	it	effectively.	
	
Subject	C:	Yes	
	
Can’t	afford	to	market	it.	
	
Subject	C:	Exactly	so,	I	mean	his	fish	oil,	a	tub	of	his	fish	oil	will	be	like	£25	but	it	will	be,	
it	will	be	like	an	individual	capsule	might	be	10	times	more	effective	than	the	rubbish	
that	you	buy	at	Boots	but	everyone	sees	£25	tub,	3	tubs	for	a	fiver,	what	are	you	going	
to	buy.		So,	yes	that	is	an	instance	when	that	you	have	to	do	the	education	bit	before	you	
start	selling	and	it	is,	that	is	difficult	that.		And	it	is	that	is	really	hard	to	do.	And	erm…	
and	quite	often	as	well,	there	is,	like	the	benefits	of	taking	fish	oil	are	so	long	and	varied,	
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that	it	is	not	an	easy	concept	to	get	across,	very	quickly	either,	so	I	mean	I	would	like	to	
think	I	have	done	some	good	stuff	for	him	over	the	years,	but	it	is	really	very,	he	actually	
values	what	I	do,	because	I	can	kind	of	my	job	is	to	simplify	him,	is	to	simplify	the	
benefits	of	his	products.		And	the	doctor	who	is	connected	with	that	brand	he	actually	
called	me	a	genius	at	one	point,	and	I	am	like	I	am	not	a	genius	you	are	a	genius	and	this	
doctor	is	as	clever	as	hell,	and	he	is	like	he	deals	with	like	treatments	for	addicts,	that	
are	kind	of	beyond	the	understanding	of	most	GPs,	and	therefore	he	is	like	he	is	on	the	
verge	of	being	struck	off	half	the	time	because	he	is	so	advanced	in	his	thinking,	and	he	
thinks	I	am	a	genius	because	I	can	kind	of	boil	down	the	products	that	they	are	making,	
into	simple	terms	whereas	he	had	got	the	28	reasons	why	you	should	do	it	in	his	head,	
while	I	say	no	you	can	talk	about	all	this.	And	I	am	not	a	genius	what	I	am	doing	is	going	
through	that	mental	process	of	simplification	and	condensing	it	into	a	paragraph	but	it	
appears	genius	because	he	can’t	think	like	that	((laughs))	in	that	sense.	So	yes.			
	
Thank	you	that’s	been	absolutely	marvellous,	I	have	got	lots	of…	
	
	
SUBJECT D 
	
Subject	D:	So	the	thought	processes	is	quite	an	interesting	one.	Everyone	has	got,	I	
don’t	think	there	is	a	particular	right	or	wrong	way	of	doing	it,	for	a	start	point.	I	mean	
my	erm…	old	lecturer	erm…	very	inspiring	chap	who	literally	used	to	see	shadows	on	
the	wall,	and	shapes	and	things	like	that	and	suddenly	go	oh	if	we	did	that,	his,	he	
opened	your	mind	to	the	potential	that	could	be	there.		So	I	think	the	key	thing	is,	what	I	
have	learnt	from	that	was	that	actually	ideas	can	come	from	anywhere	at	any	point.	You	
have	to	just	be	open	enough	to	accept	that	there	is	an	idea	there	or	that	park	it	in	your	
head,	write	it	down,	somehow	record	it	and	make	a	mental	note	of	it,	that	then	will	
actually	come	to	life	at	some	point.		And	that	might	be	at	some	point	in	6	months,	a	year,	
6	years	you	just	don’t	know	and	I	think	you	know	your	mind,	what	I	do	now	with	the	
purpose	of	the	digital	world	I	used	to	always	keep	a	scrapbook	because	a	scrapbook	was	
just	my,	my	things	that	inspire	me	ads	that	I	thought	were	fantastic,	lines,	imagery,	
colours,	typography,	all	worlds	of	different	forms	of	inspiration	erm…	that	eventually	
unravel	themselves	at	some	point	whether	that	was	conscious	or	subconscious	which	I	
think	the	subconscious	mind	is	playing	an	awful	lot	to	do	what	we	do.		Erm…	you	can	
actually		I	have	caught	myself	doing	once	or	twice	where	you	come	with	an	idea	you	
think	it	is	completely	original	and	then	maybe	what	you	have	done	subconsciously	you	
have	seen	something	two	weeks	prior	to	that	on	a	programme,	caught	5	seconds	of	it,	
and	that	has	registered	in	your	head.	I	think	you	need	to	be	mindful	of	what	is	going	on,	
in	the	world,	you	need	to	be	on	trend	and	if	not	trying	to	keep	ahead	of	trend,	erm…	you	
need	to	keep	yourself	up	to	speed	and	always	never	think	at	whatever	stage	you	are	at,	
this	is	what	I	have	always	erm…	taught	myself	that,	you	never	know	all	the	answers,	
erm…	there	is	always	probably	a	better	way	to	do	something,	surround	yourself	by	a	
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mixture	of	youth,	energy,	experience	and	individuals	from	all	different	walks	of	life,	
erm…	and	that	lends	itself	to	a	beautiful	mix	of	different	thoughts	coming	into	play.		
Don’t	always	think	you	are	right,	that	is	a	crucial	thing	is,	sometimes	your	gut	feeling	is	
right,	and	that	has	proved	me	very	successful	through	the	course	of	time.		But	also	I	
have	been	wise	enough	to	understand	when	to	actually	step	back	and	recognise	that	
even	though	my	idea	is	on	the	table,	a	better	idea	is	done	by	a	guy	over	here	or	a	girl	
over,	it	is	just	being	open	minded	enough	to	that	particular	thought.		And	that	idea	
actually	what	I	try	to	say	to	people	is	you	can	think	one	mind	can	think	well,	2	minds	
always	thinks	better,	3	minds	always	thinks	better	again,	if	you	bounce	the	ideas	around	
it	is	a	bit	like	a	nurturing	machine	within	the	brain	to	try	and	find	this	holy	grail	of	a	
beautiful	idea.		To	do	that	sometimes	it	is	actually	then	knowing	when	to	stop	and	I	
think	that’s,	that	is	a	secret	and	a	tip	within	itself	is	don’t	overbake	the	cake.		Don’t	keep	
going	and	going	and	going	and	if	we	did,	it	is	knowing	that	that	point	the	skill	is	to	
recognise	when	the	idea	is	perfect,	it’s	peaked.	This	is	it	guys	don’t	procrastinate	any	
more,	now	it	is	a	case	of	let's	be	decisive	let's	go	ok,	we	all	know,	the	good	thing	is	
everyone	has	got	excited	by	this	idea	here,	let's	now	we	have	got	an	idea	here,	that	we	
have	got	like	an	excellent	sort	of	start	point,	now	let's	execute	with	excellence,	so	it	is	
pointless	having	a	beautiful	idea	that	then	you	don’t	craft	and	execute	as	well	as	you	
possibly	can	do.		So	again	you	have	people	with	the	different	skill	sets	to	come	in	and	
then	build	that	beautiful	idea	to	convey	the	on	brand	message	for	what	people	see	in	
magazines,	on-line,	on	TV	commercials	or	anything	like	that.	But	it	is	a	lot	of	recognising	
points	and	I	think	that	is	the	crucial	part	that	a	lot	of	people	are	capable	of	erm…	coming	
up	with	a	genius	idea,	but	half	the	time	they	don’t	realise	they	are	doing	it	or	saying	it,	it	
is	actually	just	having	that,	that	sort	of	like	confidence	in	yourself	to	actually	know	well	
what	you	said	there,	not	the	other	bits	I	think	if	you	go	back		one	step	and	what	you	said	
there	about	that,	that	little	insight	that	observation,	that	was	really	beautiful	what	we	
did	there,	if	we	take	that	insight	and	observation	and	then	we	actually	apply	it	over	here	
and	do	a	little	bit	of	a	twist	almost	like	mirroring	it	around	then	you	have	got	something	
really	original	and	fresh.		And	I	think	a	lot	of	that	is	just	the	point	being	there,	there	is	no	
set	way	of	actually	coming	up	with	an	idea	in	my	head	I	think	there	is	a	number	of	
different	processes,	sometimes	you	can	be	in	the	middle	of	watching	a	movie	in	the	
cinema	relaxing	lost	in	the	moment	and	then	you	see	something	or	something	just	
comes	in	your	head	and	then	you	think	wow,	that’s	it	I	need	to	remember	that	or	that,	
that	point	there,	that,	that	transition,	that	sort	of	way	that	the	way	the	light	hit	that	
person	there	the	way	that	colour	ways,	that	animation	sequence	well	we	could	apply	
that	to	the	campaign	I	am	working	on	right	now.	So	it	is	being	mindful	of	all	those	
different	touch	points	that	you	could	just	be	at	any	point	it	could	be	interacting	with	
your	child	(05.00)	it	could	be	playing	a	game	it	could	be	just	the	moment	when	you	are	
probably	most	responsive	to	great	thinking	is	actually	when	you	relax	and	when	you	are	
actually	let	your	mind	unwind.	If	you	actually	sit	in	a	room	and	think	I	have	got	to	think	
of	something	I	have	got	to	think	of	something	I	don’t	think	you	will,	I	think	you	need	to	
handle	that	pressure	that	moment	and	train	your	mind	to	be	susceptible	to	open	it	is	
like	it’s	a	giant	sponge	it	is	a	sponge	of	light	that	has	been	immersed	in	thousands,	
millions	of	images,	of	words,	of	sounds,	of	colours	and	it	is	just	knowing	when	to	sort	of	
like	how	you	actually	get	that	sort	of	like	all	going	and	mixing	in	the	right	way.		And	to	
do	that	you	need,	you	need	a	very	clear	brief,	you	need	to	understand	the	brand	or	the,	
the	service	you	are	trying	to	bring	to	life.		Erm…	you	need	to	sort	of	have	and	be	
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surrounded	by	people	who	are	like	minded,	in	many	ways	but	at	the	same	time	different.		
And	I	think	that	is	the	key	is	you	need	the	differences	in	the	people,	you	need	people	
who	are	open	and	respectful	of	one	another,	bouncing	those	ideas	around	is	really	
critical	and	a	lot	of	people	erm…	people	say	there	is	no	such	thing	as	a	bad	idea,	I	think	
unfortunately	there	are	some	bad	ideas,	but	I	think,	I	think	it	is	the	way	you	respond	to	
that	and	you	actually	don’t	highlight	that.	You	know	there	might	not	be	a	great	idea	in	
that	but	what	you	said	that	wording	there	that	led	you	immediately	to	something	else,	
so	it’s	all	little	gentle	stepping	stones	in	the	mind	that	lead	you	to	the	actual	great	point	
in	the	end.		
	
Right.	Thanks	for	that	yes.			
	
Subject	D:	Does	that	make	sense?	
	
It	does	indeed,	yes.	I	have	got	a	little	bit	of	a	questionnaire,	[06.34]	not	miss	
anything	out	and	also	for	consistency	of	good	research	so	I	ask	everyone	the	same	
questions.	Some	of	them	you	will	have	perhaps	already	answered	or	half	
answered.			
	
Subject	D:	No,	no,	no	I	have	literally	just	said	it	as	my	mind	sort	of	goes.	
	
That	fine.	I	will	let	you	free	flow,	[06.49]	I	can	pick	the	bones	out	of	that	later	on.	
	
Subject	D:	Well	hopefully	there	is	one	or	two	nuggets	in	there.		
	
Definitely	yes,	yes.		I	will	start	off	with,	I	have	got	a	questionnaire,	I	will	start	off	
with	the	questions	about	you	personally	if	that	is	alright.		My	first	question	is	by	
what	route	did	you	enter	the	advertising	industry	what	is	your	background?	
	
Subject	D:	Oh	my	background	I	was	top	of	year	in	advertising	graphics,	erm…	and	I	just	
won	a	national	advertising	student	award,	erm…	so	I	was	encouraged	by	my	lecturer	at	
20	years	old	to	not	go	on	and	do	a	BA	ironically	even	though	I	probably	academically	I	
wanted	to	get	a	BA	behind	me,	he	said	what	you	need	to	do	right	now	is	while	you	have	
got	this	footprint	into	London	and	you	have	got	the	big	guys	taking	notice,	you	have	
been	judged	by	some	very	big	names	on	the	jury	of	like	and	they	have	awarded	you	a	
very,	very	good,	very	high	end	student	accolade	go	now,	use	that	as	a	start	point	as	a	
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catalyst	for	your	career	and	believe	me	unfortunately	as	hard	as	it	is	for	a	lecturer	to	say	
this,	no	one	will	ever	ask	you	what	grade	you	got	in	my	line	of	work,	I	know	it	is	slightly	
different	if	you	are	a	nuclear	physicist	or	something	like	that,	but	in	the	line	of	work	we	
do,	your	way	forward	[08.04]	the	thing	that	formulates	any	job	is	your	portfolio	of	work.	
Your	portfolio	of	work	can	be	done,	I	have	seen	it	be	done	by	some	erm…	not	
necessarily	very	educated	people	high	end	degree	sort	of,	but	they	have	got	a	great	
mind.		And	they	have	got	a	great	way	of	actually	coming	into,	and	the	department	the	
creative	department	is	made	up	like	a	football	team,	of	different	people	with	different	
skill	sets	you	need	people	to	play	different	roles	at	different	times,	and	I	think	you	know	
that,	that	traditional	way	in	of	a	lot	of	jobs	where	you	need	a	law	degree,	you	need	this	
degree,	so	that	is	absolutely	appropriate	and	right	for	those	careers	but	what	I	was	
advised	by	the	guy	who	headed	the	course	was	right	now	you	are	top	of	your	course,	
you	are	getting	a	distinction,	you	just	won	an	advertising	award	you	and	your	partner	
right	now,	at	20	years	old	need	to	really	go	for	it	and	I	took	his	advice.		Really,	really	
hard	slog	middle	of	the	recession	in	1992,	but	we	eventually	got	it	and	we	made	our	
first	job	before	we	were	21	[09.30]	so	it	was	great.	
	
What	was	the	course	you	mentioned?	
	
Subject	D:	The	course	was	HND	in	advertising	and	graphics	at	Stockport	college.	
	
Right	ok	that	is	interesting.		Do	you	recall	any	particular	texts	that	relate	to	
advertising	that	you	used	in	your	studies?	
	
Subject	D:	Erm…	not	text	I	think	we	were	very	much	encouraged	to	do,	we	did	a	lot	of	
art	history	erm…	very	much	I	loved	all	the	surrealists	erm…	movement	I	think	that	was	
quite	inspiring	thing	for	me,	seeing	Dali	and	all	those	guys	very	much	a	lot	of	the	art	
movements	are	quite	inspiring.	Erm…	creative	review	campaign	the	modern	artist	I	
guess	as	they	probably	were	deemed	to	be,	erm…	inspired	me	more	I	think	because	we	
were	immersed	in	a	world	of	advertising	at	the	time	it	was	Haagen	Daz	it	was,	
Boddington’s	it	was	these	were	the	artists	of	today	and	I	think	they	were	my	major	
inspiration.	I	want	to	emulate	those	guys	they	were	my	Messis	of	the	advertising	world	
(10.00)	if	you	like	and	I	want	to	be	like	them.	
	
Right	ok.		So	in	terms	of	the	actual	art	of	copywriting	of	writing	up	ads	is	there	any	
particular	books	that	you	recall	being	used?	
	
Subject	D:	I	think	Ogilvy	and	Advertising	was	a	great	one,	erm…	all	the	anything	with	
Bernback,	they	were	fantastic	to	read	as	well,	erm…	those	sort	of	literature	side	of	
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things	we	were	encouraged	to	not	necessarily	sit	down	and	read	lots	and	lots	of	things	
like	this	but	just	immerse	ourselves	in	the	world	of	what	we	enjoyed	and	that	world	
erm…	was	could	be	anything	from	lyrics	from	the	Happy	Mondays	to	where	your	
inspiration	can	come	you	know.	I	think	music	was	a	big	form	of	inspiration	for	me,	
erm…	the	pop	culture	itself,	the	sporting	culture	because	it	was	my,	my	background	is	
sport.		My	inspiration	was	not	like	a	traditional	literature	journey	it	was	more	a	case	of	a	
cultural	journey	if	that	makes	sense.	
	
It	does,	yes,	yes.	That	is	great.	Do	you	recall	you	learnt	about	semiotics?	
	
Subject	D:	Yes	we	were	learnt	a	small	amount	about	semiotics	but	I	think	my	career	as	
it	has	progressed	I	guess	I	have	learnt	more	and	more	about	semiotics	and	the	
importance	of	how	they	are	and	what	they	do	and	like	you	need	to	be	mindful	of	what	
happens	with	those	and	erm…	and	be	tailoring	things	into,	to	suit	that	in	the	way	that	
we	are.	
	
What	kind	of	semiotics	did	you	learn	about	then	or	do	you	think	about	today?	
	
Subject	D:	Good	question.	((laughs))	Deep	question.			Erm…	I	think	the	individual	
cultural	ones,	the	way	people	are,	the	way	they	react,	erm…	you	know	how	cultural	
inferences	can	sort	of	like	erm…	impact	on	those.		Erm…	the	different	trends	which	are	
coming	through	all	those		need	to	inform	how	you	actually	go	about	talking	to	people,	
erm…	in	a	certain	way	from	when	I	advertise	Xbox	you	need	to	understand	all	the	Emos	
all	the	different	sort	of	like	people	you	are	talking	to,	it	is	not	just	one	audience	it	is	like	
all	different	waves	of	people	coming	through	and	sometimes	no	one	message	strikes	
everybody	does	it	let's	face	it.	
	
Indeed	not	and	that	is	something	we	are	going	to	talk	about	in	a	little	while	that	
aspect,		try	to	develop	that	a	bit	more	with	you.	So	you	are	seemingly	familiar	with	
cultural	semiotics	and	this	kind	of	thing	did	you	learn	about	Barthes	and	this	kind	
of	thing	Roland	Barthes?	
	
Subject	D:	No,	no.	
	
Ok	do	you	use	any	text	now	if	you	are	[12.	41]	ads	do	you	ever	refer	to	text	or	is	it	
just	your	experience?	
	
	 353	
Subject	D:	I	think,	unfortunately	with	over	20	years	I	guess	of	doing	I	think	I	just	tap	
into	my	experience	more	than	anything.	I,	I	am	very	mindful	I	am	very,	I	have	read	you	
know	like	the	D&AD	of	this	world	have	been	my	bibles	the	like	I	say	the	Craig(?)	
Reviews	understanding	all	the	awards,	immersing	myself	in	that	world	of	what	is	great,	
the	Economist	advertising,	great	words	from	that	point	of	view,	that	they	are	the	words	
that	influence	me.	Reading	books	erm…	like	the	Ogilvy	erm…	I	mean	they	are	the	
influence	as	well.	John	Heggarty	I	read	his	great,	you	know	they	are	great	books	as	well	
his	language	he	uses	again	he	is	a	massive	hero	of	me	erm…	he	was	like	the	ultimate	
sort	of	guy	when	I	was	growing	up	he	was	like	the	God	of	advertising,	erm…	and	I	
wanted	to	be,	I	would	loved	to	have	worked	for	someone	like	that	because	he	struck	me	
as	a	completely	inspiring	erm…	very	really	well	mannered,	very	gifted,	very	bright,	very	
calming	sort	of	chap	who	just	produced	genius	and	they	were,	they	were	the	biggest	
influences	for	me	and	my	generation.	
	
Thank	you.	Ok	you	have,	the	next	part	of	this	is	about	forming	ideas	and	I	think	
you	have	already	sort	of	explained	that	very	thoroughly	for	me	erm…	because	the	
question	would	have	been	explain	the	process	of	forming	ideas	for	new	ads	which	
I	think	you	have	just	done	that	anyway.	
	
Subject	D:	Yes	
	
There	was	the	brainstorming	process,	the	way	that	you	work	with	other	people,	
throwing	ideas	around,	
	
Subject	D:	Yes	
	
So	I	think	we	have	pretty	much	covered	that,		erm…	is	there	anything	you	want	to	
add	about	your	philosophy	of	your	daily	work?	
	
Subject	D:	Erm…	my	philosophy	I	think	erm…	constantly	look	to	strive	and	be	better	
erm…	don’t	believe	you	know	all	the	answers	because	no	one	does.		Look	at	what	is	
happening	in	the	world,	lift	your	head	up	away	from	your	laptop,	away	from	your	
computer.	Erm…	I	have	three	young	children	who	are	11,	13	and	9	seeing	their	world	
unravel	and	the	way	they	are,	the	way	they	interact	with	their	friends,	how	their	life	is	
changing	how	they	are	looking	at	their	world,	opens	my	world	in	a	different	way.		So	
being	a	parent	influences	my	world	and	my	thoughts.	I	still	have	a	love	and	a	passion	to	
do	great	thinking.		As	long	as	that	remains	I	think	I	will	strive,	want	to	be	the	best	but	I	
still	think	there	is	better	to	come	and	maybe	hopefully	10,	15,	20	years	(15.00)	down	
the	line	I	might	still	think	that,	but	that,	my	philosophy	is	definitely	try	and	look	to	be	
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better.	Look	to	improve,	look	at	new	things,	never	stop	learning.	I	never	stop	learning	I	
have	learnt	something	new	every	day	and	like	you	know	but	it	is	being	mindful	enough	
and	open	minded,	that	you	can	learn	even	from	a	young	person	who	can	join	the	team	
you	can	learn,	they	can	teach	me	things	I	would	never	even	dream	of.	Like	I,	vice	versa	I	
can	teach	them	different	things.	It	is	that	mix	of	different	skill	sets	and	different	mind-
sets,	coming	in	that	creates	great	greatness.	
	
Right	great.	When	you	are	devising	an	ad,	you	get	a	brief,	you	have	got	an	ad	is	it	
something	that	you	come	up	with	fairly	quickly	or	is	it	a	gradual	process	a	
building	process?	
	
Subject	D:	Erm…	that	is	a	very	good	question.	I	think	there	is	not	one	answer.	I	think	
sometimes	you	get	there	very,	very	quickly,	someone	once	told	me	this	is	a	very	true	
saying	the	difference	between	someone	off	the	street	and	someone	professional	in	the	
business	we	are	in	is	that	someone	off	the	street	can	come	with	something	genius,	or	
nothing	someone	professional	can	come	with	something	genius	or	something.	You	like	
to	think	you	are	always	going	to	come	with	genius	every	single	time.	Certain	briefs,	
certain	restraints,	budgets,	timings,	the	brief	being	over	complicated,	having	several	
propositions,	not	just	one,	trying	to	sort	of	leverage	every	single	point,	touch	point	
instead	of	having	a	primary	sort	of	like	thing.	The	simpler	the	brief,	you	will	always	get	
there	quicker	and	you	will	always	do	far	greater	creative	work.	Modern	briefs	now,	
clients	tend	to	over	think	them,	erm…	my	experience	[16.40]	the	better	clients	
understand	what	we	need	to	do,	the	brief	is		a	springboard,	a	catalyst	for	the	creative	
imagination	if	you	over	complicate	a	brief,	you	actually	over	complicate	the	end	product	
so	erm…	for	want	of	a	better	phrase,	if	the	brief	is	rubbish	to	start	with	chances	are	you	
are	probably	going	to	get	something	quite	rubbish	at	the	other	end,	or	something	
professional.	If	you	want	brilliance	you	need	to	do	a	lot	of	work	with	strategy,	insight,	
distilling	all	the	client	information,	looking	at	the…	looking	at	all	the	things	out	there,	
being	culturally	aware,	being	aware	of	the	landscape	of	the	competitors	who	are	out	
there,	so	all	those	things	need	to	be	mashed	together	to	create	a	great	brief.	Once	that	
brief	is	started	the	great	brief	will	always,	you	can	always	tell	a	great	brief	when	it	is	
briefed	in	because	people	can’t	wait	for	the	people	to	leave	the	room	because	they	are	
ready	to	go.	That	is	the	secret.	If	you	get	that	sort	of	brief	you	will	get	to,	you	will	get	to	
great	solutions	quickly.	Even	while	someone	is	talking,	and	briefing	you	I	am	already	
thinking	about	what	that	can	be,	so	that	is	a	great	brief.	If	you	get	a	brief	that	is	really	
convoluted,	erm…	that	is	when	your	problem	kicks	in	and	that’s	when	it	becomes	
harder	and	harder,	it	becomes	like	more	of	a	convoluted	end	product	which	can	take	far	
longer.		Brilliance	actually	my	understanding	of	brilliance	and	my	experience	of	it,	can	
strike	you	very,	very	quickly	if	you	have	got	really,	really	clever	people	briefing	you	who	
have	distilled	it	down,	who	are	clever	planners,	who	are	clever	individuals	who	know	
what	they	need	to	feed	and	seed	into	creative	to	get	the	magic	at	the	other	end.	That	is	
hard,	that	is	the	hard	bit,	to	write	a	fantastic	inspiring	brief	is	the	secret	to	great	
creativity.		
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So	basically	it	is	distilling	it	down,	to	the	actual	core	of	it,	get	rid	of	all	the	
extraneous	stuff	and	developing	that.	
	
Subject	D:	Yes	and	that	is	the	hard	bit,	is	that	people	don’t	like	letting	go	of	things	it	is	
like	you	know	sometimes	you	can	write,	you	see	propositions	and	they	are	two	
sentences	long	you	need	to	write	me	a	proposition	that	is	a	few	words	long	to	inspire	
me	that	I	can	then	immediately	I	know	my,	my	end	product	then	is	much	more	clear	and	
simpler	for	me	and	you	will	get	a	much	more	amazing	sort	of	ad	campaign	whatever	
there	will	be	at	the	end	of	that.	But	the	magic	only	takes	place	when	the	two	are	really,	
really	married	together.	
	
That	makes	sense	thank	you.	This	one,	this	doesn’t	apply	to	all	advertising	people	
but	I	think	it	will	be	applicable	to	your	thing	because	you	are	quite	a	big	firm	
aren’t	you?	
	
Subject	D:	Yes	we	are	pretty	big	yes.		
	
The	question	is	to	what	extent	do	you	approach,	is	your	approach	different	
according	to	whether	you	are,	your	main	focus	is	enhancing	a	brand	or	a	brand	
image	or	whether	you	are	trying	to	flog	a	particular	specific	product.			
	
Subject	D:	I	think	it	can	vary.	I	mean	we,	in	one	day	I	can	actually	just	be	focussed	on	
one	particular	product	and	a	big	of	brands.		That	could	be,	a	particular	food	item	when	
there	is	a	big	fleet	of	different	foods	that	might	be,	so	I	can	be	as	focussed	and	tailored	as	
that,	but	other	times	you	are	actually	doing	a	brand	idea	that	will	be	much	more	
extensive,	bigger,	more	time	consuming	and	we	will	probably	dial	into	different	people	
with	different	skillsets.	So	I	think	again	you	tailor	your	solution	to	whatever	is	required	
at	that	moment	in	time	and	that,	and	that	is	the	secret	in	a	big	agency	that	you	have	a	
number	of	different	skilled	people,	who	you	can	then	build	the	dream	team	to	(20.00)	
answer	that	particular	problem.		
	
I	am	thinking,	I	mean	I	am	different	altogether	to	this	so	you	will	have	to	forgive	
me	if	I	am	being		I	am	thinking	in	terms	of	I	was	in	advertising	I	would	assume	
that	if	I	am	trying	to	flog	Versace	as	a	brand,	on	the	one	hand	or	on	the	other	hand	
I	am	Cadburys	and	I	have	come	up	with	a	whole	new	chocolate	biscuit	that	is	all	
new	flavoured	that	has	got	chilli	flavour	in	it	or	something	like	that.	I	would	have	
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thought	that	the	actual	approach	to	the	two	would	be	quite	different.	There	is	no	
point	in	telling	people	that	Versace	smells	nice,	or..	
	
Subject	D:	No,	no,	no	sure.	I	think	that	the	point	you	are	making	is	a	massively	valid	one.	
You	need	to	understand	the	two	brands	you	have	described	there	are	quite	polarising	
so,	a	lot	of	the	parallels	however	in	what	you	are	saying	is	absolutely	right	but	is	also	at	
the	same	time	there	is	the	thought	process	and	approach	to	both	would	be	very	similar	
in	many	ways.	What	you	basically	would	have	is	you	still	need	people	to	immerse	
themselves	and	get	under	the	skin	of	the	client	brief,	understand	the	brand,	understand	
the	competitor	landscape,	if	it	is	a	new	product	launch	like	a	Cadbury,	Cadbury	will	have	
a	way	of	doing	it,	and	designed	to	reach	[21.14]	and	their	world.		In	Versace	we	need	to	
be	more	fashion	orientated	and	less	more	classic	advertising	line.	You	need	to	
immediately	recognise	what	you	are	trying	to	do	there	and	the	audiences	you	are	
talking	to	and	how	you	actually	need	to	engage	with	them.		So	yes	there	are,	lots	of	
differences	but	there	is	lots	of	similarities	because	each	will	have	its	own	unique	
audience,	its	own	market	place,	share,	voice,	brand,	reasoning	erm…	it	will	like	a	
Cadbury	will	have	different	issues	compared	to	a	Versace.	So	you	need	to	dissect	that	
particular	issue	and	then	again	tailor	it	but	there	will	be	a	lot	of	the	thought	processes	
that	goes	into	both	of	those	that	will	be	very	applicable	to	both.	You	just	come	up	with	a	
completely	different	solution	in	the	end.		But	by	coming	to	this	magic,	creative	funnel	
and	ask	a	lot	of	very	similar	questions	but	then	tailor	it	as	it	goes	through	and	then	you	
come	up	with	two	completely	different	but	appropriate	answers.		
	
Yes,	does	brand	always	play	a	role,	I	mean	if	I	invented	something	new	and	my	
name	was	unknown	and	I	was	wanting	to	flog	this	particular	item	my	invention,	
would	I	have	no	brand	to	offer,	I	have	no	brand	to	highlight.	
	
Subject	D:	Yes	but,	I	think,	my	answer	to	that	would	be	brand	probably	does	play	a	role	
realistically	because	people	buy	brands,	we	buy	into	something	don’t	we	I	mean	you	
know	we	need	to,	whether	that	brand	is	established	like	a	Cadbury	or	even	the	start-up	
that	needs	to	have	a	voice.		You	need	to	stand	for	something	so	the	brand	has	to	stand	
for	something	that	could	be	value,	that	could	complete	premium	nature,	that	could	be	
economical,	that	could	be	for	every	like	a	Dove,	like	suddenly	Dove	reinvented	the	way	
beauty	came	about	and	Dove	was	like	a	campaign	for	real	beauty	that	itself	defined	it’s	
market	place,	share,	amongst	all	the	other	brands	doesn’t	it.	So	what	it	does,	it	actually	
defines,	who	you	are,	where	you	are,	what	you	stand	for.	
	
How	you	differ	from	the	other	ones.	
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Subject	D:	How	you	differ	from	the	other	ones	because	that	is	sort	of	what	marketing	is	
doing,	is	it	is	giving	you	a	unique	place	within	that	particular	sector	of	market	whether	
you	are	a	car,	you	have	to	be	a	type	of	car	for	me	to	buy	into	you.		So	you	are	a	brand	
whether	you	like	it	or	not	I	guess	you	have	to	understand	that…	
	
You	can’t	separate	it	off.	
	
Subject	D:	Not	really	no.	I	mean	you	might	be	a	small	brand,	within	a	giant	market	
share	so	suddenly	you	are	not	against	a	Ford	but	your	niche	within	the	market.		We	
have	to	cleverly	work	out	where	you	sit,	what	market	place	you	are	at,	who	you	are	
talking	to,	what	demographic,	what	is	the	strategy,	what	is	the	unique	thing	we	can	
actually	try	and	unravel	for	you.	When	Skoda	you	know	when	they	actually	came	with	a	
great	line	of	like	there	is	a	waiting	list	for	a	Skoda	that	was	unheard	of.	But	because	that	
was	just	such	a	great	statement	that	they	[24.12]	of	like	spun	Skoda	as	a	brand	on	its	
head	and	made	it	something	as	if	it	was	a	badge	that	you	wanted	to	have	now	instead	of	
something	you	didn’t.	But	that	was	reinvention	of	a	brand.	So	there	can	be	so	many	
different	ways	that	ultimately	whenever	you	get	anyone	coming	through,	thinking	about	
it	now	because	you	are	really	making	me	think	about	it,	I	don’t	think	there	is	anything	in	
my	head	where,	there	is	not	one	client	that	comes	through	the	door	that	isn’t	a	brand	in	
some	way	shape	or	form.		They	might	not	believe	they	are	but	they	are	a	brand	because	
that	is	what	we	do,	I	mean	like	you	know	you	might	be	a	service,	you	might,	but	
ultimately	a	service	is	another	name	of	a	brand	isn’t	it.	If	you	are	a	bus	service,	your	first	
bus	[24.55]	you	know	you	are	still	a	brand	so	you	have	to	be	treated	in	the	right	way.			
So,	how	are	you	as	a	brand	are	you	cost	effective,	(25.00)	are	you	efficient,	are	you,	you	
know	are	you	super	tasty,	are	you	really	cheeky	and	lovable	you	know,	all	those	things	
that	unravel	a	brand	you	peel	away	the	brand	onion	or	like	you	pinpoint	to	the	brand	
eye,	all	these	different	terminologies	that	people	will	have	the	clever	bit	where	people	
pay	a	lot	of	money	for	is	actually	to	give	them	a	really	strong	stance	in	a	market	place	to	
define	what	the	brand	is.	Once	you	define	what	the	brand	is,	what	it	stands	for.	Play	
Station	stands	for	something	completely	different	to	Ford.	Ford	stands	for	something	
completely	to…	to	like	a	Ferrari.	You	buy	into	these	brands	don’t	you.	I	am	that	type	of	
person	whether	we	like	it	or	not	consciously,	subconsciously	you	buy	into	it.	
	
I	live	in	Sweden	and	of	course	the	big	brand	of	car	is	Volvo	
	
Subject	D:	Absolutely	
	
And	they	certainly	are	well	aware	of	how	their	brand	is	perceived	and	that	is	what	
their,	basically	the	only	brand	less	advertising	probably	is	classified	ads.	
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Subject	D:	Yes	
	
Everything	else	has	got	brand	on.	
	
Subject	D:	I	generally	wouldn’t	go	anywhere	near	classified	ads	because,	I	am	a	big	
brand	thinker	so	I	mean	I	guess	that’s	what	I	have	made	my	career	doing	is	re-inventing	
brands,	giving	them	a	point	of	difference	in	the	market	place	from	I	have	been	lucky	
enough	to	work	for	brands	from	launching	Lynx	Apollo	Leave	a	man	come	back	a	hero,	
to	Cadburys	to	coca	cola	global	I	have	been	fortunate	enough	to	work	on	some	of	the	big	
world’s	biggest	brands	you	know	you	define	coca	cola	different	to	Dulux	paints	to,	the	
way	I	have	defined	Cadbury	biscuits	to	you	know	all	those	brands,	they	all	I	mean	the	
beauty	of	what	we	do,	is	what	I	do	and	what	I	love	is	I	love	the	way	to	be	challenged	I	
love	the	fact	that	I	am	looking	at	a	blank	piece	of	paper,	and	you	look	at	it	and	the	magic	
has	to	unravel	so	I	have	got	to	unravel	that	somehow	by	immersing	myself	in	the	
internet	some	past	work,	some	great	brief,	just	letting	my	mind	loose	into	that	world,	
and	solving	that	problem.		And	I	love	that	challenge	the	fact	that	you	just,	you	don’t	
know	what	the	answer	is	until	it	just	suddenly	materialises	and	then	you	push	it,	and	
then	you	push	it	again	and	then	you	squeeze	it	then	you	stop	that	is	it,	that	is	an.	
	
It	is	recognising	that	point	and	there	is	so	many	people	who	do	what	we	do,	it	is	like	
anything	you	have	got	the	Messis	of	this	world	and	you	have	got	like	the	Vauxhall	
[27.26]	and	you	are	all	people	they	all	would	like	to	think	they	are	Messi,	but	they	are	
not	it	is	understanding	what	you	are	about	and	how	you	do	it	and	what	you	do	and	as	
long	as	I	have	got	that	buzz	and	energy	to	crack	things	and	solve	things.	I	am	a	problem	
solver	at	the	end	of	the	day	I	am	just	a	sophisticated	problem	solver	who	has	got	lots	of	
amazing	people	around	me	and	amazing	things	at	my	disposal	to	solve	that	and	engage	
and	make	someone’s	brand	stand	out	above	someone	else.			
	
The	next	question	really	relates	to	semiotics.	I	have	asked	you	if	you	can	explain	I	
think	you	have	covered	that	in	your	first	answer	so	I	will	move	on	from	there.	
Erm…	very,	very	briefly	indeed,	I	don’t	want	to	stop	very	long	on	this	one,	if	you	
just	describe	for	me	your	routine	if	you,	[28.14]	you	have	got	a	brief,	it	is,	you	
have	got	it,	you	have	agreed	it,	you	are	going	to	do	it,	what	is	the	first	physical	
thing	you	are	going	to	do.	
	
Subject	D:	The	first	physical	thing	I	am	going	to	do,	is	I	try	to	clear	my	head	of	anything	
that	happens	in	your	life	at	that	moment	in	time.	So	you	have	got	to,	I	have	got	young	
children	I	could	have	walked	out	of	the	house	and	my	daughter	is	doing	sats	this	week,	
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my	son	is	over	here,	my	other	daughter	is	doing	this	over	here	so	it	is	a	busy	world	we	
are	in,	that	is	my	world.	My	world	is	like	a	dad,	a	husband,	coming	to	work,	I	have	then	
got	the	problem	somehow	my	brain	is	trained	and	programmed	or	whatever	it	will	be	
to	somehow	just	departmentalise	that	part	of	my	world,	at	that	moment	in	time.	Once	I	
actually	read	the	brief	and	immerse	myself	in	the	brief,	I	am	there	I	am	like	in	a	different	
zone	it	is	like,	it	is	the	way	my	brain	is	sort	of	trained	to	work.		Erm…	I	have	to	cut	out	
the	daily	grind,	that	we	all	have	let’s	face	it	sometimes	it	is	more	difficult	than	others,	
but	I	will	look	at	the	brief	interrogate	the	brief,	to	a	point	that	I	will	ask	the	questions	of	
the	account	guys	if	I	am	not	clear	on	something,	I	will	immerse	myself	in	the	world	of	
the	brand.	I	will	do	some	it	could	be	on-line	sort	of	research,	it	could	be	looking	at	the	
website,	looking	how	the	competitor	is	doing	stuff,	look	at	other	sectors	who	are	maybe	
doing	something	similar	to	sort	of	get	my	mind	in	that,	into	that	sort	of	like	state	where	
it	is	starting	to	flow	with	some	creative	thinking.	Maybe	not	just	form	the	ideas	just	yet	
but	I	am	starting	to	get	myself	the	creative	juices	in	your	mind	you	can	feel	them	flowing.	
Then	you	start	unwinding	your,	literally	scribbling	down	some	thoughts	it	could	be	you	
find	an	image	on-line	it	could	be	a	word,	a	phrase	something	like	that	you	are	just	
bouncing	ideas	around.	I	think	it	is	that,	thought	process	of	bouncing	(30.00)	some	ideas	
around.	Everyone	has	got	a	different	way	of	working.	Some	people	are	quiet,	they	just	
get	their	head	down	they	do	it,	they	like	working	straight	onto	a	laptop,	some	people	are	
quite	free	and	they	like	working	straight	into	a	pad,	other	people	they	are	very	much	
they	talk	and	talk	and	talk.	I	mean	me	personally	I	need	a	bit	of	free	headspace	I	need	a	
bit	of	time	to	consider,	think	and	reflect.	Once	I	have	done	that	I	can	then	start	talking.	If	
I	go	straight	into	it	I	don’t	feel	like	I	have	had	the	reflective	time.	You	need	a	bit	of	time	
to	really	absorb	and	immerse	yourself	in	what	it	is	you	are	trying	to	do,	so	you	get	your	
head	in	a	really	good	strong	thought	process,	and	then	I	am	in	that	world,	then	once	I	
am	in	that	world,	the	magic	unravels	pretty	quickly.	And	like	my	mind	thinks	very,	very	
erm…	very,	very	fast	in	that	environment	there,	and	I	can	drill	a	number	of	different	
ideas	and	bounce	them	around	and	recognise	things	in	other	people	very	quickly.	So	
even	in	a	matter	of	hours	you	can	crack	something	quite	amazing,	but	then	there	is	a	
thing	which	is	always	a	very,	very	good	technique	is	always	do	an	overnight	test	on	an	
idea	because	what	you	might	think	is	a	great	idea	at	the	end	of	play	when	you	are	tired,	
and	your	brain	has	probably	had	a	bit	of	a,	high	lows,	peaks	of	the	day	my	best	thinking	
is	always	done	mid-morning,		between	9.30/10	o’clock	and	12	o’clock	then	I	will	have	a	
dip	the	I	will	come	back	in	mid	to	late	afternoon	so	within	that	I	programme	my	day	to	
give	myself	little	peaks	because	you	can’t	think	solidly	at	a	level	your	brain	doesn’t	work	
like	that,	you	get	tired,	you	get	jaded	you	need	a	break	away	go	and	get	a	coffee,	go	and	
chat	with	someone,	go	into	another	meeting,	then	go	back	in	again	so	it’s	having	those	
peaks	and	recognising	when	you	think	at	your	best.	My	best	thinking	time	is	the	2	or	3	
hours	in	a	morning,	always	my	best	time.	Everyone’s	is	different.	Some	people	might	
think	better	later.		Recognise	when	your	strong	points	of	the	day	are.		Within	that	I	then	
go	back	in	and	do	an	overnighter	so	if	I	look	at	it	first	thing	in	the	morning	again,	in	the	
cold	light	of	day,	and	it	still	works	that	is	the	proof	of	a	great	idea	and	that	is	always	the	
proof	for	me	I	have	always	done.	
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That	is	the	same	advice	actually	I	give	to	my	essay	students	because	they	have	the	
same	kind	of	ups	and	down	with	their	thinking	processes.	
	
Subject	D:	You	can’t,	we	are	not	programmed,	we	are	not	like	machines	we	can’t	just	
think	of	the	same	from,	I	would	love	to	think	that	between	9	and	5.30	I	could	just	think	
at	the	same	rate	all	day	but	your	mind,	I	have	got	to	get	interested	you	know	that	is	just	
the	way	our	mind	works	isn’t	it.		
	
It	is	yes,	yes,	that’s	like	take	the	dog	for	a	walk,	if	you	get	stale.	
	
Subject	D:	You	need	to	recognise	go	and	get	a	drink,	let’s	get	some	fresh	air,	have	a	
break,	reconvene	in	15	minutes,	just	doing	that	that	is	why	brainstorming	should	really	
never	be	longer	than	45	minutes	because	people’s,	you	have	lost	them	you	can	see	them	
the	attention	span	in	the	room	has	gone.	It	is	short	sharp	out.		Japanese	great	meeting	
ethics	they	come	in	and	there	is	no	chairs,	you	stand,	you	meet	you	focus,	you	don’t	have	
these	in	the	meeting	room,	you	are	in	the	meeting,	you	are	in	the	meeting.	What	is	it,	
what	is	the	problem,	10	minutes	alright	ok	brill	I	am	gone.	Much	more	decisive	that	way	
and	that	is	the	way	I	like	to	be.	I	like	to	be	decisive	about	things.			
	
Could	you	just	tell	me	something	about	what	you	are	doing	at	the	moment,	what	
adverts	you	are	working	on	at	the	moment.	
	
Subject	D:	What	I	am	doing	at	the	moment,	we	are	just	erm…	we	are	doing	a	big	
campaign	for	Soreen	Minions	so	the	Minions	movie	coming	out,	it	is	a	new	on	pack	
promotion	win	a	big	star	prize	to	go	to	Universal	Studios	to	meet	the	Minions.		So	that	is	
really	exciting.	Erm…	I	am	doing	a	super	rate	TV	commercial	and	so	reconvene	of	the	
commercial	we	did	6	months	ago,	some	more	10	second	commercials	added	to	it	and	
some	slight	new	twists	on	the	30,	erm…	I	am	doing	a	fantastic	project	for	Leeds	Rhino’s	
Foundation	which	is	Leeds	Rhino’s	the	big	super	league	charity.	So	I	am	an	honorary	
member	of	their	Trustee.	
	
Is	that	the	rugby	club?	
	
Subject	D:	That’s	the	rugby	club	so	they	are	the	challenge	cup	champions	they	are	one	
of	the	biggest	clubs	in	the	country	really	so,	they	are	just	on	our	doorstep.	I	got	asked	by	
the	Chairman	of	the	committee	to	get	involved	with	the	committee	and	erm…	you	know	
on	the	back	of	that	we	are	doing	a	film	for	them	erm…	and	various	collateral	for	free,	so	
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we	are	doing	a	charity	piece	for	these	guys	so	they	do	amazing	things	for	the	community	
and	as	an	agency	we	are	backing	that	and	doing	some	great	stuff	for	them.		So	that	is	a	
few	of	the	things	I	am	doing	right	now.	
	
Good	thank	you.		When	you	are,	just	talk	me	through	the	process	then	of	how	you	
direct	your	advertising	to	particular	groups,	particular	segments	within	the	
community,	what	is	the	process	of	working	that	out.	
	
Subject	D:	Yes	I	think	the,	unfortunately	erm…	we	are	all	bracketed	into	different	
categories	so	whether	we	like	it	or	not	we	are	A1,	As,	B1,	C1s,	Ds	yes,	within	that	I	know	
I	have	to	talk	to	people	in	a	certain	way	in	a	certain	time.	You	know	Leeds	Beckett	
University	is	one	of	our	big	sort	of	clients	(35.00)	and	erm…	they	have	to	position	
themselves	in	the	right	way,	they	are	not	Oxford,	they	are	not	Cambridge,	they	have	to	
sort	of	sell	to	their	strengths	and	play	to	their	strengths	in	that	area.	They	still	get	very	
bright	people,	but	just	wanting	more	of	a	vocational	approach.		Like	a	Superbreak		
which	is	one	of	our	clients	they	are	slightly	more	grey	market	55,	bit	more	money	in	the	
bank,	maybe	the	kids	have	fled	the	home,	there	will	be	more	disposable	income,	so	you	
know	you	talk	to	those	in	the	right	way.		You	then	not	only	talk	to	them	in	the	right	way	
you	reach	them	in	the	right	way	you	have	got	to	book	slots	that	reach	them,	you	know	to	
understand	what	they	watch,	when	they	watch,	how	they	talk,	how	they	interact	what	
they	read,	all	those	things,	make	up	how	you	communicate	with	people.		You	know	to	
talk	to	a	Sun	reader	who	is	a	brickie	who	is	23	years	old	is	different	to	talking	to	a	guy	
who	is	consulting	sort	of	neurosurgeon,	you	have	got	to	recognise	how	people	react.	
That	people	are	visual	you	know,	75%	of	people	are	visual	anyway	and	but	the	words	
you	use	have	to	be	considered	and	representative	of	the	people	you	are	talking	to,	so	
you	know	that	plays	a	massive	part	in	how	you	attack	anything.	
	
Do	you	check	up	at	all	that	you	have	got	through	to	them	in	the	right	way	do	you	
run	focus	groups	or…	
	
Subject	D:	Yes	we	erm…	up	until	recently	we	erm…	had	probably	one	of	the	biggest	
research	agencies	in	England	who	were	just	here,	so	they	were	about	40	strong.	They	
are	Asda’s	research	agency	so	we	use	qualitative	and	quantitative	research	quite	
frequently,	you	need	to	analyse	what	you	are	doing	you	know	you	need	to	be	mindful	of	
that,	you	need	to	be	informed	and	when	you	do	things	again	you	are	then	informed	as	to	
what	works	and	what	didn’t	work	what	you	know,	and	go	from	there.	
	
Ok	thank	you.		We	have	talked	a	bit	about	symbolism	in	advertising	and	icons,	I	
have	a	question	here	but	I	will	just	tell	you	[37.08]	some	of	the	adverts,	some	of	
the	more	sophisticated	adverts	in	magazines	often	allude	to	things	such	as	even	
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Greek	mythology	and	this	kind	of	thing	you	know	or	historical	events,	or	art,	that	
I	do	wonder	whether	people	are	actually	getting	it	or	not.		Erm…	
	
Subject	D:	Yes,	
	
I	was	looking	at	one	advert	for	a	perfume	and	the	analysis	in	the	textbook	of	this	
particular	ad	was	to	the	effect	that	it	was	a	comparison	between	the	modern	
woman	and	the	Dionysian	legends	of	Ancient	Greece	and	I	was	wondering	if	
people	really	do	get	the	connection.	
	
Subject	D:	I	think	it	is	a	very	good	question.	I	personally	don’t	get	that	deep	into	
mythology	and	symbolism	and	things	like	that.		Erm…	I	think	there	are	certain	people	
who	believe	that	it	works,	erm…	I	personally	don’t	use	it	very	much	as	a	technique.	It	is	
a	technique	that	people	unravel	erm…	I	think	what	you	find	in	advertising	that	erm…	
photography	styles,	typefaces,	colours,	techniques,	animation,	illustration,	icons,	they	all	
go	in	cycles.		So	at	the	moment	you	might	have	a	cycle	where	this	is	currently	on	trend	
and	it	is	all	trends,	and	so	you	will	notice	this	as	you	go	and	you	look	in	3,	4,	5	years’	
time,	erm…	I	can	have	an	up-to-date	current	book,	this	is	where	you	need	to	constantly	
keep	on	top	of	your	portfolio	because,	if	I	don’t	do	that	in	4	or	5	years’	time	for	
arguments	sake,	it	can	look	very	dated.		And	I	think	this	is	the	thing.	Right	now,	it	is	
current,	it	is	brilliant	but	then	if	you	look	back	you	think	whoa,	you	look	at	it	now	we	are	
moving	from	Sky	will	only	accept	now	HD	films	so	your	commercial	now	has	to	be	HD	
ready	to	be	sent	to	Sky.		Erm…	that	is,	the	quality	of	everything	the	way	imagery	is	done,	
the	way	photography	is	captured	the	way	typefaces,	what	looked	amazing	5,	10,	15	
years	ago	you	look	at	it	now	it	looks	really	dated	and	out	of	trend,	because	it	is	like	
fashion	it	is	like	everything.	Advertising	is	a	fashion	erm…	you		need	to	try	and	keep	on	
the	fashion	trend,	right	you	need	to	have	your	own	personality	but	you	need	to	be	very	
mindful	of	what	is	going	on	out	there	and	I	think	that’s	the	trend,	that	might	work	for	
some	people	doesn’t	really	work	for	me.		You	know	but	I	mean,	it	is	a	personal	choice.		
	
I	remember	the	Flora	ad	is	your	man	a	Flora	man	and	the	housewife	buying	the	
Flora	for	him	to	protect	his	heart.			
	
Subject	D:	Yes,	yes	
	
You	couldn’t	show	that	nowadays	it	would	be	found	just	hilarious.	
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Subject	D:	Yes,	what	can	be	done	then	is	not	right	now	is	it.		And	it	is	just	being	mindful	
of	it.	I	mean	if	you	look	how	cars	have	changed,	look	how	technology	has	changed,	look	
to	a	film	like	and	it	is	done	in	the	1980s	look	at	the	computers	they	have	on	the	desk.	
(40.00)		At	that	time	it	might	have	been	a	state	of	the	art	computer,	now	you	notice	it	in	
films	as	well.		I	was	watching	Friends	the	other	day	and	they	were	capturing	something	
camera,	people	don’t,	they	capture	the	camera	is	on	them	all	the	time	now	they	pick	it	
up	and	answer	a	phone,	it	is	a	different	world	isn’t	it.	It	is	being	mindful	of	all	those	
things	as	they	change	consistently	and	advertising	is	a	fashion	and	you	need	to	keep	on	
it.		
	
Yes.		Do	you	think	sometimes	they	are	a	bit	too	sophisticated	for	people,	
sometimes	they	miss	the	target	because	they	are	a	little	bit	too	obscure.	
	
Subject	D:	Potentially.	There	is	a	lot	of	clever	people,	a	lot	of	clever	thinkers	who	try	
and	get	things	right	but	that	doesn’t	mean	to	say	it	is	always	right.		I	think	you	are	only	
too	right	there.	
	
Do	you	think	that,	I	suspect	that	you	are	going	to	tell	me	that	you	do	erm…	but	it	is	
a	question	I	have	to	ask	you,	do	you	think	you	still	use	things	like	stereotyping,	in	
your	advertising	or?	
	
Subject	D:	I	think	there	are	definitely	stereotypes	yes.	I	mean	erm…	you	try	where	
possible	to	avoid	them	but,	there	are	natural	stereotypes.			I	mean	you	watch	Carlsberg,	
Carlsberg	is	a	classic	if	Carlsberg	made	supermarkets	you	know	there	is	a	guy	walking	
out	with	a	beer	and	it	is	always	beer	and	some	eggs	or	something	on	a	blokes	shopping	
list	for	Carlsberg	that	is	a	stereotype.	It	is	quite	funny.	Stereotypes	are	inherent	and	they	
always	will	be,	erm…	I	think	it	is	just	using	and	deploying	them	in	the	right	way.			
	
They	are	semiotic	in	one	respect	aren’t	they	because	they	are	a	cultural	myth	but	
you	know	the	two	housewives	talking	over	the	garden	fence,	is	a	cultural	myth	
really	I	am	not	saying	it	never	happens	but	erm…	it	is	something	that	we	can	see	
immediately	and	know	what	is	going	on.		And	know	what	they	are	talking	about.	
	
Subject	D:	But	I	think	the	point	you	are	making	there	is	a	valid	one	that	sometimes	it	
helps	you	connect	A	to	B	quicker	and	that	is	ultimately	what	advertising	is	about,	it	is	
communicating	this	brand	is	cheaper,	better	value	than	that	brand	or,	you	know	this	
one	is	a	premium	brand	compared	to	that	not	so	premium.	That	is	sometimes	you	need	
the	most	stereotypical	way,	to	erm…	to	bring	that	to	life	really.	
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Yes	can	you	just	allow	me	quickly,	this	is	going	[42.25]	something	we	haven’t	
covered	that	often	crops	up	here,	your	word	choices,	you	obviously	you	are	often	
putting	words	with	images,	this	kind	of	thing.	Do	you	have	any	general	thoughts	
about	how	you	choose	your	words	or	do	you	go	for	puns	or?	
	
Subject	D:	Personally	I	really	don’t	like	puns.		
	
You	don’t?	
	
Subject	D:	Puns	have	a,	a	place	and	they	are	a	certain	charm	to	certain	puns	erm…	you	
know	that	generally	I	would	say	my	approach	and	I	again	this	is	a	subjective	thing	
because	what	we	do	is	subjective,	there	is	no	right	or	wrong	in	theory,	erm…	I	try	to	
apply	a	cleverness	that	I	think	actually	erm…	the	words	and	the	crafting	in	the	words	
are	really	important	to	me.		That	actually	make	someone	stand	up	and	take	notice	and	
think.	Erm…	like	for	example	I	won	a	copywriting	award	a	while	ago,	for	a	restaurant	
that	was	actually	housed	in	an	old	police	station.		And	erm…	the	line	was	rhubarb	and	
custody	slight	pun	but	again	just	had	a	cleverness	to	it,	so	that	is	as	far	as	I	would	like	to	
go.		Erm….	within	that,	I	generally	think	the	best	words	out	there,	the	clever	words,	I	like	
the	Economist	posters,	that	really	make	you	think	nature	versus	you	know,	nature	
versus	nurture	[43.45]	that	is	the	cleverness	of	words	for	me.	I	think	they’re,	that	is	
where	I	want	to	be.		That	is	what	I	try	and	get	out	of	the	team,	my	department.		There	is	
times	when	you	potentially	could	be	a	bit	punny	and	there	is	a	fine	line,	but	if	it	is	pun,	
pun,	pun	I	think	that	is	wrong.			
	
Ok,	my	last	question	really,	erm…	the	reason	I	am	asking	for	this,	this	is	basically	
a	linguistics	question	if	you	are	advertising	a	specific	product,	if	that	is	what	your	
main	aim	is,	rather	than	focussing	on	some	brand	promotion,	how	do	you	try	to	
appeal	to	your	audiences	pre-existing	knowledge	how	do	you	sort	of	work	with	
that?	Do	you	have	any	thoughts	on	that	one?	
	
Subject	D:	Well,	I	mean	say	Volkswagen,	Volkswagen	has	got	a	history	of	erm…	being	
reliable,	always	starting,	always	being	things	like	that	where	you	have	got	a	pre-existing	
template	if	you	like.	
	
Yes,	research	basically.	
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Subject	D:	Yes	you	need	to	understand	the	brand,	understand	the	history	of	the	brand,	
what	has	worked,	what	hasn’t	worked,	if	there	is	a	plethora	of	things	that	are	there,	you	
will	be	rather	foolish	to	ignore.		So	I	think	you	need	to	understand	the	start	point,	before	
you	go	off	and	ignore	it	completely.	(45.00)		That	would	be	foolish	thing	to	do.		So	I	
think	if	you	understand	the	history	of	a	brand,	how	it	is	worked,	how	it	has	manipulated	
itself	into	the	mind	of	the	person,	erm…	then	you	inform,	make	an	informed	decision	
from	there.		
	
Yes.	Right	so	that	begs	the	question,	the	second	part	of	that	question	is	how	do	
you	make	sure	that	it	is	immediately	relevant	to	your	target	audience	but	I	think	
you	have	pretty	much	answered	that.		The	relevance	part.	
	
Subject	D:	Yes,		
	
How	is	it	relevant	to	you.	
	
Subject	D:	Well	I	think	the	key	is	you	are	doing	advertising	for	someone	else	not	you.		
So	when	I	get	a	55	–	60	year	old	client	telling	me	that	wouldn’t	appeal	to	them	going	to	
university,	I	have	got		[45.44]		question	well	you	are	not	going	to	university,	you	have	
got	someone	40	years	younger	than	you	going	to	university,	so	you	have	got	to	put	your	
mind	in	their	shoes	not	your	shoes.	
	
Yes,	yes	
	
Subject	D:	So	in	a	polite	way	it	is	like	saying	it	is	not	meant	to	appeal	to	you	it	is	meant	
to	appeal	to	someone	far	younger,	likewise	if	I	did	an	ad	appealing	to	you,	it	probably	
wouldn’t	appeal	to	the	20	year	old.		So	you	have	got	to	recognise…	
	
The	client	has	to	trust	your	trust	your	judgement	and	experience	in	that	then	as	
well.	
	
Subject	D:	Absolutely	yes.			Yes.	
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Well	thanks	very	much	for	that	you	have	answered	all	my	questions,	very	
thoroughly	and	I	don’t	really	have	any	more	for	you.	Thank	you.		
	
	
SUBJECT E 
	
Right	sorry	carry	on.	
	
Subject	E:	I	was	a	copywriter	for	a	long	time,	but	now	I	don’t	write,	though	I	do	a	little	
bit,	erm…	but	I	see	a	lot	of	advertising	and	critique	it	and	brief	it	and	that	sort	of	stuff	so	
hopefully	I	will	be	able	to	answer	your	questions.	But	I	am	just,	so	you	know	so	I	didn’t	
spend	yesterday	writing	ads,	though	I	spent	many	years	writing	ads	so	you	will	get	a	
slightly	different	perspective	from	me.	
	
But	you	have	the	experience.	
	
Subject	E:	Oh	absolutely.	
	
And	you	work	in	the	industry	so	that	is	absolutely	fine.		Erm…	I	have	got	a	set	of	
questions	here,	what	I	am	doing	the	first	part	is	about	you	personally,	and	then	
the	other	parts	are	about	how	you	form	ideas	and	your	strategies	and	so	on.	
Erm…	some	of	the	questions	are	by	nature	repetitive	so	if	I	do	find	us	going	over	
stuff	you	have	already	told	me	then	I	will	sort	of	move	on	to	the	next	one	and	so	
on.	Erm…	so	I	will	try	not	to	make	it	too	repetitive	for	you.		My	first	question	is	by	
what	route	did	you	enter	the	advertising	industry	what	is	your	background	prior	
to	that?	
	
Subject	E:	Erm…	I	did	a	PhD	in	Ancient	Greek.			
	
Oh	right	
	
Subject	E:	So	and	so,	there	weren’t	as	many	obvious	openings	plus	I	love	words	so	
getting	into	advertising	gave	me	a	chance	to	work	with	words	and	concepts	and	that	is	
how	I	got	in	really.	
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Right	have	you	had	any	formal,	I	mean	in	terms	of	university	education	in	
advertising	or	marketing?	
	
Subject	E:	No	
	
Ok,	
	
Subject	E:	To	be	honest,	I…	we	often	don’t	employ	people	who	have	though	in	the	
creative	department	we	do,	but	people	who	have	studied	marketing	degrees	not	that	
interested	in	them	to	be	honest.		Though	if	they	are	a	great	personality	and	very	bright	
then	yes	but	I	prefer	someone	who	had	studied	history	or	geography	or	something	like	
that	because	sometimes	the	marketing	degrees	erm…	the	calibre	isn’t	as	high	as	it	might	
be	with…		
	
Right.	Journalism,	I	found	the	same	with	some	journalists	they	prefer	someone	
with	a	good	English	degree	rather	than	one	in	journalism.		
	
Subject	E:	Yes	absolutely	that	is	identical	for	us.	Except	when	it	comes	to	the	creative	
department,	because	the	creative	department	you	have	to	have	gone	through	some	sort	
of	study	of	how	to	come	up	with	ideas,	which	an	English	graduate	really	hasn’t	had.		
That’s	just	to	clarify	that	for	you.	
	
Yes,	yes	indeed	that	makes	sense	yes.		Erm…	so	the	next	question	will	not	apply	to	
you	because	it	is	what	text	do	you	recall	studying	but	of	course	you	have	not	
studied	anything	to	do	with	this	in	terms	of	university	education.	So	I	can	move	
onto	the	next	bit	then.	I	mentioned	semiotics	to	you,	you	obviously	know	what	
they	are.	
	
Subject	E:	Yes	
	
Where	has	that	come	from	how	did	you	come	to…	
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Subject	E:	Semiotics.	Oh	I	mean	I	did	a	bit	of	linguistics	at	uni	but	it	was	only	a	year,	and	
that	is	a	long,	long	time	ago	erm…	and	I	just,	I	may	get	this	completely	wrong,	but	to	me	
semiotics	is	the	linguistics	of	images	and	pictures	and	signs	and…	but	I	might	be	wrong	
there.	
	
No	you	are	on	the	right	lines	yes.			
	
Subject	E:	And	like	for	example,	erm…	that	is,	I	remember,	oh	why	has	his	name	gone	
out	of	my	head,	you	will	say	it	instantly	erm…	the	Name	of	the	Rose	author.	
	
The	which	author?	
	
Subject	E:	The	author	the	Italian	who	wrote	the	Name	of	the	Rose.		The	book.	
	
The	Rose.	
	
Subject	E:	The	Name	of	the	Rose.			
	
I	don’t	know.	Sorry.	
	
Subject	E:	Ok	he	is	a	professor	of	semiotics	at	Bologna	or	something,	and	I	thought	that	
was	a	wonderful	book,	and	erm…	his	name	will	come	back	to	me	very	shortly,	erm…	
Umberto	Eco.	
	
Oh	yes.			
	
Subject	E:	And	it’s	full	of	imagery	and	visual	so,	so	I	never	studied	semiotics	but	I	am	
sort	of	aware	of	it.			
	
Yes,	my	area	of	course	being	a	linguist,	Eco’s	area	is	more	the	visual	things	so	
that’s	probably	why	it	didn’t	immediately	ring	a	bell,	now	I	know	who	you	are	
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talking	about.		Erm…	so	I	was	thinking	more	about	people	like	Saussure,	Peirce,	
Barthes	possibly	not	familiar	with?	
	
Subject	E:	Erm…	Barthes	probably	is	he,	is	it,		
	
Mythologies	guy	
	
Subject	E:	Yes,	what	is	his	first	name?	
	
Roland.	
	
Subject	E:	I	was	going	to	say	was	it	Roland	Barthes,	I	think	I	have	read	some	of	his	stuff,	
years	ago	erm…	but	just	only	because	when	I	was	doing	my	PhD	I	took	the	time	to	read	
widely,	(05.00)	and	then	since	then	I	have	read	widely	but	then	of	course	you	retain	
certain	things	and	you	forget	other	things	and	whatever.	
	
Yes	
	
Subject	E:	So	I	just	know	bits	and	not	a	lot.		
	
Ok	that	is	cool.	So	in	that	case	then	would	you	be	familiar	of	the	concept	of	a	myth	
in	terms	of	semiotics?	
	
Subject	E:	You	will	have	to	tell	me	what	it	is	there.	
	
Ok,	erm…	the	classic	example	from	Roland	Barthes	is	erm…	the	broken	bag	of	
shopping	on	the	Italian	Pasta	company	and	he	came	up	with	the	notion	of	
Italianicity,	so	you	see	the	broken	bag,	you	see	the	erm…	pasta	ingredients	in	
there	and	the	fresh	vegetables	and	the	tomatoes	and	so,	the	same	colours	exist	in	
the	same	with	the	Italian	flag,	and	the	notion,	you	see	the	Italianness	of	it	and	the	
Italian	name	Panzani	immediately	you	have	a	concept	of	the	Italian	family	life,	the	
sunshine,	the	olives,	the	tomato	growing	and	so	on,	yes	the	Mamma	cooking	the	
pasta	for	the	family	and	so	on,	you	get	the	whole	Italian	myth	surrounding	that	
	 370	
even	though	it	is	probably	not	how	most	Italian	people	live	today	and	that	was	his,	
one	of	his	ideas.	And	he	was	suggesting	that	we	look	at	something	very	quickly.		
Whereas	a	stop	sign	we	just	know	that	means	stop,	whereas	if	you	see	someone	
wearing	a	cowboy	hat	and	wearing	a	waistcoat,	a	black	waistcoat	and	with	a	gun	
belt	and	so	on	we	get	the	whole	cowboy	myth	surrounding	that,	that	was	his	idea.		
Erm…	and	a	lot	of	advertising	education	erm…	when	we	talk	about	semiotics	is	
based	on	the	sudden	image	or	a	few	words	and	you	get	a	whole	picture	that	we	
know	about	already.			
	
Subject	E:	Yes	that	makes	sense.		So	what	is	the	question	or	is	there	a	question?	
	
No	obviously	my	question	was	were	you	familiar	with	that	concept	of	myths	I	
think	you	are	but	not	by	that	name.	
	
Subject	E:	Not	by	that	name.	
	
No	that	makes	sense	ok	that’s	great.		Do	you	use	any	actual	texts	that	you	regard	
as	seminal	texts	when	you	are	devising	adverts	today?	Will	you	refer	to	another	
writer	Ogilvy	or	Saatchi	or	anybody	else?	
	
Subject	E:	Well	you	know	I	have	read	some	of	the	books,	I	have	read	Ogilvy	on	
advertising	I	have	read	some	of	certain	books	on	advertising	by	a	copywriter	or	some	
excellent	essays	by	copywriters,	often	it	would	be	more	to	read	what	they	had	actually	
written	as	an	ad,	as	opposed	to	what	they	write	about	advertising.		Erm…	but	generally	
there	is	a	feeling	that	you	should	try	and	create	your	own	style	and	erm…	so	and	there	is	
a	bit	about	breaking	rules	there	is	certain	rules	that	you	shouldn’t	break,	and	then	other	
rules	that	you	should	break.	You	know	there	are	certain	rules	that	are	there	that	if	you	
break	them	you	just	look	silly	done	something	stupid.		Erm…	but	other	times	you	want	
to	give	yourself	as	much	creative	freedom	as	possible,	so	that	so,	so	I	wouldn’t	have	said,	
I	wouldn’t	encourage	a	copywriter	in	here	erm…	I	wouldn’t	say	here,	read	all	that	stuff	
and	do	it	that	way.			
	
No	but	there	is	nothing	that	you	would	think	to	yourself	I	will	go	to	Ogilvy	and	see	
what	he	has	got	to	say	about	this,	you	wouldn’t	or..	
	
Subject	E:	No	
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Are	you	now	so	experienced	that	you	think	no	I	will	go	my	own	way	now	I	have	
got	all	that,	that	is	in	the	past?	
	
Subject	E:	Yes	I	would	try	and	go	my	own	way.			
	
Ok.		Could	you	just	explain	to	me	briefly	the	mental	processes	the	forming	ideas	
for	adverts	what	goes	through	your	mind,	when	you	get	a	brief?	
	
Subject	E:	Wow	right,	well	erm…	I	would	probably	think	what	does	the	guy,	you	know	
or	female	out	in	the	street	think	of	this	particular	product	or	service.		What	is	going	on	
in	their	life	erm…	and	then	I	would	try	and	come	up	with	some	sort	of	truth	that	would	
they	would	identify	with	and	think	oh	that’s	me.		Erm…	so	that	often	then	would	mean	I	
wouldn’t,	as	a	writer	sometimes	you	end	up	with	a	little	word	plays	but	I	would	tend	not	
to	do	that.	Sometimes	the	little	word	play	erm…	you	have	come	upon	it,	that	seems	to	fit	
with	the	product	but	it	doesn’t	necessarily	fit	with	what	the	people	that	you	are	trying	
to	persuade	erm…	so	it	is	a	technique	(10.00)	over	the	actual	understanding.		So	I	often	
think	that	the	best,	here	is	a	simple	one	right.	I	have	just	remembered,	way,	way	back	
we	had	the	Sky	Sports	Council	asked	us	to	promote	one	of	their	golf	training	courses.	So	
erm…	you	go	along	they	will	teach	you	how	to	play	golf.	And,	one	of	the	headlines	I	
remember	writing	it	just,	and	we	put	this	in	golf	magazine	so	it	just	said	big	bold,	Play	
Less	Golf.		Now	most	people	reading	that	would	think	oh	I	am	golfer	why	would	I	want	
to	play	less	golf.			But	of	course	you	do	actually	want	to	play	less	golf	you	want	to	go	
round	in	72	shots	rather	than	82	shots	[10.51]		so	that	was,	that	was	designed	so	you	
ask	any	golfer	would	you	prefer	to	go	round	in	fewer	shots,	they	will	say	yes.	Then	the	
skill	of	the	copywriter	is	to	then	communicate	that,	communicate	in	a	way	that	makes	
the	golfer	lead	on	and	that,	that	was	very	successful	advert	because	golfers	when	you	
read	play	less	golf	think	no	I	want	to	play	more	golf,	but	fundamentally	they	actually	
want	to	play	less.		And	that	is	how	the	advert,	that	advert,	that	particular	advert	worked	
and	what	it	was	doing	was	trying	to	[11.36],	it	is	very,	very	simple,	every	golfer	wants	to	
go	round	in	fewer	strokes.		So	there	was,	so	that	was	just,	that	is	how	that	came	about.		
	
Yes,	if	you	recall	I	mentioned	to	you	about	one	of	my	interests	was	in	[11.51]	
pragmatics	as	opposed	to	semiotics	and	that	is	a	classic	example	because	
pragmatics	looks	at	context,	and	the	context	basically	most	of	the	modern	
theories	on	that	would	say	that	it	is	something	in	order	to	attract	attention	it	has	
to	be	relevant	to	the	person	seeing	it.		And	play	less	golf	then	of	course	you	see	the	
word	golf,	then	that	is	relevant	to	me,	and	I	look	at	the	sentence	play	less	golf,	that	
is	presenting	me	with	a	conundrum,	a	quiz	why	is	then	which	rewards	me	does	it	
not	by	deciphering	what	it	means	and	now	I	understand	it.	
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Subject	E:	Yes	because	underneath	it,	it	explains	it.	Because	we	wouldn’t	leave	you	with	
just	play	less	golf	and	then	the	logo	because	you	mightn’t	get	it.			
	
How	long	ago	was	this?	
	
Subject	E:	Oh	that	is	probably	20	years	ago.			
	
Right	ok.	
	
Subject	E:	But	that	thought	is	an	enduring	thought	I	mean	that	could	be,	if	you	read	that	
now	it	would	still…	
	
Absolutely	yes,	it	would	still	be	right	yes.		When	you	are	actually	devising	an	ad	
then	like	that,	do	you	sort	of,	do	you	have	a	complete	mental	picture	of	where	you	
are	going	with	it	fairly	early	and	then	that	is,	and	you	develop	that	or	is	it	a	sort	of	
building	process?		
	
Subject	E:	Erm…	I	suppose	it	depends	sometimes	if	it	is	part	of	a	campaign	so,	where	
you	have	got	a	product	that	has	got	probably	a	key	message	but	different,	you	can	
approach	the	same	message	in	different	ways	and	you	want	to	show	that	the,	person	
that	you	are	talking	to	that	this	product	is	multifaceted	and	there	is	more	[13.30]	to	be	
had	from	the	product.	This	product	maybe	versus	another	and	you	are	getting	your	
money’s	worth.		So	therefore,	erm…	that,	if	it	were	for	a	campaign	then	I	would	try	and	
work	out	what	the	key	messages	are,	and	the	overall	feel,	you	know	what	is	the	tone	of,	
general	tone	of	voice,	am	I	being	serious	or,	am	I	being	you	know	is	the	tone	of	voice	like	
very	optimistic,	full	of	beans,	erm…	or	you	know	what…	so	it	is	hard	to	answer	that,	
until	you	have	actually	got	the	blank	sheet	of	paper	and	the	brief.			Sometimes	things	
just	come	very	quickly,	because	you,	you	think	about	the	person	you	are	trying	to	
persuade,	you	put	yourself	in	their	shoes	if	you	can	and	an	interesting	way	of	looking	at	
it	comes	quickly.		It	often	happens	that	you	are,	you	are	writing	and	then	you	get	up,	
walk	to	the	loo	and	by	the	time	you	have	come	back	you	have	solved	it	because	you	have	
moved	away	from	your	seat.		I	found	that	happens	a	lot,	or	used	to	happen	a	lot.	
Sometimes	other	things	I	used	to	do	erm…	is	if	I	would	sometimes	listen	to	music	
(15.00)	that	I	thought	had	the	same	sort	of	tone	as	I	wanted	to	get	across.	So	if	I	was	
being	quite	aggressive,	I	would	listen	to	quite	erm…	well	say	Holst	Planets	Mars,	bringer	
of	war	something	like	that,	you	know	I	would	think	yes	that’s	the	way	I	should	and	you	
know	and	perhaps	my	head	would	then	fill	with	those	types	of	thoughts.	That	kind	of	
attitude.		If	I	wanted	to	write	something	quite	erm…	sweet	and	you	know	I	might	put	the	
Pastoral	Symphony	on	or	something	like	that	there,	whatever	that	sometimes	worked.	
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That	sets	your	mood	ready,	but	again	someone	else	I	was	talking	to	about	this	
said	that	he	will	write	down	ideas	and	then	go,	in	an	afternoon	and	then	put	it	
away,	and	not	look	at	it	again	until	the	next	morning	because	he	said	on	the	next	
morning		I	would	see	it	differently.		
	
Subject	E:	Yes,	yes.	Sometimes	I	used	to	write	on	yellow	paper	just,	it	doesn’t	have	to	be	
yellow	but	as	long	as	it	wasn’t	white,	so	that	it	made	me	feel	differently.		Your	paper	is	
white	there	and	most	stuff	you	see	is	on	white	paper	and	after	a	while	I	just	thought	it’s	
a	bit,	the	same	whereas	if	you	have	got	a	bit	of	yellow	paper	and	a	bit	of	Beethoven	
going	on	in	the	background	it	might	just	make	you,	take	you	out	of	the	humdrum	take	
you	out	of	the	what	you	are	used	to	and	that	is	of	course	what	I	am	always	trying	to	do	
is	get	out	of	where	I	usually	am	and	put	myself	somewhere	else.			
	
Yes,	that	is	something	else	I	am	looking	at	as	well	which	is,	yes	formalism.		Erm…	
yes	something	that	is	interesting	about	this	particularly	is	imagine	you	have,	let’s	
compare	two	different	briefs.	One	is	brand	promotion	that	is	your	main	aim,	we	
want	to	get	our	brand	better	known.	The	other	one	is	I	want	to	advertise	a	very	
specific	product,	something	new	I	want	to	give	people	the	information	so	that	
they	are	going	to	make	a	choice	to	buy	that	one,	and	not	my	competitors.	
	
Subject	E:	Yes	
	
Is	there	a	different	approach	that	you	use	between	the	two	kind	of	briefs?	
	
Subject	E:	Yes	probably	I	mean	without	knowing	what	those	two	things	specifically	
were,	it	splits,	the	normal	answer	to	that	would	be,	the	first	one	the	brand	one	would	be	
more	emotionally	biased	and	the	product	one	would	be	more	rationally	biased.	So	here	
I	am	trying	to	get	an	emotional	attachment	between	you	and	the	brand	and	make	that	
brand	feel	as	if	it	is	part,	that	that	brand	gets	to	occupy	a	privileged	position	in	your	
panoply	of		brands.	Those	ones	that	depending	on	the	consumer	but	often	some	
consumers,	me	included,	are	very	particular	about	what	brands	I	buy,	and	to	get,	and	
they	and	I	will	be	very,	very	loyal	to	them	if	they	continue	to	deliver.		And	that	is	quite	
emotional,	ok	there	is	a,	rational	element	to	it,	but	erm…	because	they	perform,	but	I	
just	like	the	association	and	I	like	the	emotional	association	of	a	brand,	that	where	there	
is	an	expertise	involved	oh	they	do	it	beautifully	and	erm…	so,	so	that	is	what	I	would	
try	and	do	with	the	brand	one	I	would	say,	try	to	say	to	them	that	is	a	brand	for	you.		
And	here	is	the	reasons	why.		And	it	would	tend	to	be	quite	emotionally	based.	If	it	is	a	
product	that	does	the	job,	erm…	then	I	would	go	into	the	detail	of	it	because	I	would	see	
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that	the	person	I	am	trying	to	sell	it	to	is	in	a	different	mode,	where	they	have	got	a	
problem	that	needs	solving	and	this	solves	it	in	that	it	delivers.		I	bought	a	rucksack	not	
that	long	ago	and	not	particularly	erm…	as	a	result	of	an	advertisement	but	if	I	were	to	
advertise	that	rucksack	one	of	the	things	I	would	do	would,	I	cycle	a	lot,	and	cycling	to	
work	so	it	is	a	commuting	rucksack.		And,	its	product	benefits,	features	are	excellent	so	I	
would	be	listing	them	and	saying	why	they	were	so	good	and	to	try	and	attract	the	
person	who	is	finding	that	their	current	one	isn’t	working	as	well.	So	there	would	be	
two	different	ways	of	doing	that	Is	that	the	sort	of	thing	you	are	wanting?	
	
It	is	exactly	what	I	am	looking	for	because	I	mean	I	am	thinking	back	to	
Bernstein’s	notion	of	Reason	and	Tickle?	
	
Subject	E:	Say	again.	
	
Bernstein	is	one	of	the	writers	in	advertising	he	wrote	about	something	called	
Reason	and	Tickle.		
	
Subject	E:	Reason	and	tickle?	
	
Yes.		The	reason	being	what	you	have	just	said,	what	you	have	just	given	me.		The	
reasons	I	am	going	to	buy	something	are	here	are	the	reasons	for	it,	I	am	going	to	
list	them	down	for	you,	(20.00)	these	are	the,	and	on	the	other	hand	you	have	got	
tickle	which	is	as	you	said	emotionally	based,	it	is	stimulating	your	interest	and	
identifying	you	with	the	product	and	giving	it	an	aura.	An	example	of	that,	I	
sometimes	talk	to	my	students	about	is	erm…	if	I	was	to	advertise	Versace	just	a	
brand	named	Versace,	erm…	or	Channel	perfume	even,	I	am	not	saying	to	people	
how	it	smells.		I	have	never	seen	an	advert	yet	for	a	Channel	perfume	that	gives	
me	any	information	at	all	it	is	just	all,	it	is	all	just	image	and	making	the	most	of	a	
particular	model	Claudia	Schiffer	or	whoever	happens	to	be	there,	is	associated	
with	it	but	beyond	that	I	am	getting	no	information.			But	if	you	want	to	sell	me	
components	for	a	erm…	forklift	truck	in	a	trade	magazine,	then	you	are	not	going	
to	use	Claudia	Schiffer	and	that	kind	of	thing,	and	a	brand	it	is	information.	So	you	
have	got	information	and	you	have	got	reason	and	tickle	that	was	the	idea	and	he	
suggested	that	both,	most	adverts	are	a	mixture	of	the	two	to	some	degree.			
	
Subject	E:	Yes	I	would	never	have	used	the	expression	tickle	but	that	is	up	to	him	if	he	
wants	to	use	it,	erm…	but	yes.		Well	I	think	there	is,	there	is	a…	it	is,	it	is	there	will	be	
some	ads	I	suppose,	that	are	pretty	devoid	of	emotion,	and	some	that	are	pretty	devoid	
of	any	rational	reason.		Erm…	but	most	ads	have		a	mixture.	
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Yes	which	is	what	Bernstein	was	saying	basically.	
	
Subject	E:	Yes	and	to	be	honest	that	is	pretty	obvious	which	is	fine	((laughs)).	
	
No	it	is	yes,	yes.	And	it	is	interesting	to	me	as	well	because	I	would	argue	that	if	we	
are	branding,	we	are	using	semiotics,	more.	If	we	are	using	the	reason	rather	than	
the	tickle	then	we	need	to	be	using	pragmatics	we	need	to	set	context.		And,	
advertisers	maybe,		future	advertisers	might	be	a	little	bit	better	off	if	they	were	
aware	of	that	the	techniques	for	attracting	attention	by	way	of	relevance.	So	that	
is…	
	
Subject	E:	Yes	that	makes	sense	to	me.		
	
That	is	my	hypothesis	anyway.	Erm…	you	have	explained	to	me	how	you	sort	of	
you		[22.22]	process	of	forming	ideas	erm..	can	you	sort	of	relate	to	me	a	recent	
advertisement	that	you	were	involved	in	its	promotion	and	how	it	panned	out?	
	
Subject	E:	A	recent	advertisement?		Well,	erm…	one	that	I	was	involved	in	recently	it	is	
happening	at	the	moment,	and	it	is,	it	depends	what	you	mean	by	advertisement.			
	
Yes	broadest	possible	sense.	
	
Subject	E:	Yes	this	is	quite,	it	is	broadish,	but	it	does	sort	of,	it	is	going	to	play	out	more	
in	on-line	content,	but	that	in	itself	is	erm…	video	content.		Still	is	sort	of	an	ad.		One	of	
our	clients	produces	erm…	microwavable	noodles,	erm…	Bangkok	Street	Noodles,	and	
they	are	excellent,	so	it	is	as	far	from	pot	noodle	as	you	can	get	really.	They	have	got	a	
new	technique	for	doing	it,	and	erm…	if	I	served	you	them	up	now	even	though	it	takes	
90	seconds	in	the	microwave,	you	would	think	wow,	how	can	microwavable	noodles	be	
as	good	as	that.	So	that	is	a	great,	that	is	a	bit	of	a	first.	So,	the	thought	process	here	is	
how	do	we,	how	do	we	get	over	the	stigma	that	microwavable	food	is	a	bit	more	like	pot	
noodle	erm…	so	we	invented	the	very	simple	phrase	Wok	Quality	Noodles.		Which	is	a	
little	bit	like	Laboratoires	Garnier	erm…	Salon	Beautiful	Hair.		So	and	we	started	with	
Wok	Quality	Noodles,	so	we	said	oh	right	microwave	but	they	are	Wok	Quality.		Then	to	
so	that	to	be	honest	that	is	a	little	bit	of	the	rational	and	possibly	a	bit	of	the	pragmatic,	
that	they	are	going	to	taste	erm…	really	good.	So	because	they	are	aimed	at	a	bit	of	a	
snacking	market	you	don’t	want	to	be	eating	something	that	doesn’t	taste	good.	So	they	
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are	wok	quality,	I	am	getting	a	tick	there,	I	will	give	them	a	try	the	calories	are	good,	as	
for	the	actual	engagement	of	the	people	to	make	them	sit	up	and	take	that	in	and	enjoy	
the	brand	and	do	the	sort	of	thing	that	perhaps	that	Peperami	did	in	that	it	had	an	
attitude	about	it	so	you	buy	into	the	attitude	as	well	as	if	you	like	the,	the	sort	of	
whatever	it	was,	salami	whatever	they	called.		Whatever	it	is	some	sort	of	wurst	or	
other	going	on.(25.00)			We,	erm…	we	then	came	up	with	the	idea	of	you	don’t	need	
your	Wok	anymore.	Ok.	So	you	don’t	need	a	wok	anymore,	because	wok	quality	noodles	
are	available	from	the	microwave	so	my	idea	was	this	thing	of	wok	cycling.	What	are	
you	going	to	do	with	your	wok	how	are	you	going	to	recycle	your	wok	now	that	you	
don’t	need	it	anymore.	So	we	are	shooting	some	little	videos	of	a	wok	with	wheels	on	
being	used	to	pull	a	little	dog,	a	little	dog	along,	erm…	it	can	be	used	erm…	to	play	tennis	
with	you	can	play	tennis	with	woks	and	it’s	all	the	campaign	of	now	that	we	have	got	
wok	quality	noodles,	from	the	microwave,	how	are	you	going	to	wok	cycle.		And,	so	
that’s,	that	is	the	sort	of	the	thought	process	there,	there	is	a	bit	of	pragmatic	but	
actually	quite	interesting	fun	stuff,	erm…	going	on	and	of	course	people	can	then	add	
their	own	versions	of	that.		Erm…	I	can’t	remember	the	different	ones	we	are	doing	now	
to	be	honest	but	there	is	lots	of	them.	You	can	wear	the	wok	as	a	hat,	just	anything	silly	
and	that	is	how	that	works.		
	
So	again	as	with	the	one	you	give	me	with	the	golf,	people	are	having	to	look	at	it	
and	then	they	are	having	to	look	at	trying	to	work	out	the	context	from	it.	
	
Subject	E:	Correct	
	
As	part	of	a	little	mental	puzzle.	And	then	they	reward	themselves	obviously…	oh	
yes	I	understand	that.	
	
Subject	E:	Yes	that	is	the	technique	being	used	there.			
	
Yes.		Erm…	you	do	TV	adverts	obviously	do	you	do,	what	other	kind	of	advertising	
do	you	do	here?	
	
Subject	E:	All	sorts,	anything	really.			
	
Magazines	or?	
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Subject	E:	Absolutely	anything	we	have	done	and	still	do.			
	
And	you	do	nationwide?	
	
Subject	E:	Oh	yes,	and	European	and	all	sorts.		To	be	honest	I	spend	a	lot	of	time	in	
Sweden	erm…	they	are	one	of	the	biggest	kitchen	holding	companies	in	Europe	is	called	
Nobia	it	is	head	quartered	in	Stockholm	and	they	own	Magnet	kitchens	here	which	is	
Doncaster,	and	Leeds,		and	Hygena	which	it’s	just	sold	and	various	other	ones	and	there	
is	a	brand	in	Denmark	called	HTH	so	we	run	that	advertising	out	of	this	office	well	most	
of	it.	
	
Right.	So	you	are	familiar	with	Stockholm.	
	
Subject	E:	Yes		I	have	been	on	the	Arlanda	express	many,	many	times.	I	love	Stockholm.	
	
I	do	it	is	one	of	my	favourite	cities.	I	like	Copenhagen	as	well.	
	
Subject	E:	Yes	I	have	been	there	just	the	other	day	I	was	there,		
	
I	am	there	tomorrow.		
	
Subject	E:	Very	good.	
	
Erm…	right	so	I	think	we	have	answered	the	next	couple	there.	Just	a	general	
question	you	may	have	covered	this	already	I	think	you	have	but	if	you	want	to	
add	anything	to	it	I	would	be	interested	erm…	it	is	about	how	you	actually	identify	
to	whom	the	advertising	is	directed.	Does	any	sort	of	approaches	going	on	there,	
as	to	who	those	people	are?	
	
Subject	E:	Well	erm…	that	is	usually	worked	out	less	by	the	copywriter	and	more	by	the	
client	and	the	account	manager	in	the	agency	that	is,	and	the	media	people.	Because	you	
can	get	quite	sophisticated	ways	of	working	out	erm…	who	we	are	trying	to	target	and	
particularly	now	in	this	very	digital	age,	it	is	easier	to	work	out	who	is	consuming	what	
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type	of	ad	or	product.	There	is	a	whole	thing	happening	at	the	moment	called	
programmatic	media	buying	and	advertising	which	is	a	computerised	highly	
sophisticated	very	targeted	answer	to	that	question.		So	if	I	were	you	if	you	haven’t	seen	
this,	it	is	a	big	buzz	word	at	the	moment.	
	
What	is	it	called	again?	
	
Subject	E:	Programmatic,	so	as	in	programme	
	
Programmatic.	
	
Subject	E:	Programmatic,	have	a	look	at	that,	that	answers	that	is	a	way	of	doing	that	
but	it	is	only	just	here.	Erm…	only	in	the	last	6	months,	really	on	people’s	just	because	
erm…	with	all	the	data	that	you	can	have,	and	the	computing	power	and	the	erm…	
sophistication	of	brands,	targeting	people	on	the	internet	and	following	you	round.		You	
will	have	seen	yourself	being	followed	once	you	click	on	a	product,	and	then	you	think	
oh	I	don’t	want	to	buy	that,	and	then	you	are	on	a	news	site,	suddenly	there	is	an	ad	for	
it	next	to	it,	that	is	them	following	you	because	they	have	dropped	a	cookie	on	you	and	
so,	anyway	there	is	that	whole	computerised	bit	of	it.	The	people	that	you	are	trying	to	
target	I,	(30.00)	once	I,	one	of	the	reasons	a	good	creative	person	in	an	agency	tends	to	
because	they	have	to	work	out	what	am	I	selling	here,	and	what	is	the	best	way	of	
selling	it,	they	often	end	up	with	the	simplest	and	probably	most	accurate	way	of	seeing	
it,	even	though	the	client	and	the	media	company	and	the	account	handler	spent	months	
trying	to	work	out	who	the	audience	is,	what	they	should	say	and	whatever,	it	is	when	
the	person	tries,	who	is	responsible	for	how	do	we	say	it,	it	is	they	have	to	have	it	so	
simple.			A	good	writer	will	want	it	so	simple	erm…	so	they	pare	everything	back	and	
they	think	right	what	is	my	key	message	and	who	am	I	saying	that	to.	Do	I	understand	
those	two	things.		Erm…	so	although	you	will	have	been	pointed	in	the	right	direction,	
you	have	to	get	that	person	in	your	head,	erm…	and	yes	so	I	will	have	that	person	in	my	
head,	because	that’s	how	I	started	this	whole	conversation.	You	asked	me	how	I	think	
up	an	ad,	I	think	of	the	person	I	am	writing	it	for.			
	
So	if	you	have	a	4	or	5	page	brief	you	have	to	distil	that	down	to	the	actual	core	
little	miniscule	part.	
	
Subject	E:	Yes	that’s	it	yes.	So	we	used	to	have	a	thing	on	our	brief	it	was	divided	into	
various	sections	and	there	was	one	part	on	our	brief	point	4,	and	it	was	what	is	the	key	
thing	we	want	to	say.	And	I	would	read	that	first.		Erm…	and	because	like	for	example	I	
remember	getting	a	brief	from	a	guy	we	used	to	do	a	lot	of	advertising	for	Umbro	and	
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erm…	it	was	the	time	whenever	Michael	Owen	was,	had	burst	on	the	scene	so	France	98,	
round	about	that	time	he	wore	their	boots.		And,	a	young	lad	and	I	remember	seeing	
point	4	in	the	brief	written	by	an	account	handler	and	it	was	probably	about	3	sentences	
long,	and	I	looked	down	and	looked	at	him	and	sort	of	joked	with	the	guy	and	I	just	sort	
of	scribbled	it	out	in	a	jokey	way	but	still	making	the	point,	all	he	needed	to	write	was	
and	these	boots	were	called	let's	say	they	were	called	Velocity,	the	point	on	the	brief	he	
could	have	replaced	his	3	sentences	with	these	words	Michael	Owen	is	lightning	fast	
because	he	was	very	fast,	and	we	wanted	to	say	these	are	the	boots	that	you	make	for	
Michael	Owen	he	is	lightning	fast,	and	let’s	say	they	are	really	light	and	things	like	that	
so	if	you	are	a	good	footballer	and	you	would	like	to	be	as	fast	as	Michael	Owen	at	least	
you	can	wear	the	same	boots	as	him,	if	speed	is	in	your	game	these	are	the	boots	for	you.		
So	instead	of	these	three	sentences	about	or	maybe	one	long	sentence	of	over	3	lines	the	
copywriter	really	just	needs	to	see	even	just	2	words,	lightning	fast.	And	then	all	you	
think	then	is	right	speed.		Or	just	one	word	speed.		You	know.			
	
Yes	
	
Subject	E:	You	try	and	pare	it	down,	ok.		
	
That’s	great,	thank	you.	Yes.		The	next	question	is	how	do	you	ensure	the	reader	of	
your	[33.27]	will	understand	do	you	have	any	sort	of	check-ups	to	make	sure	that	
people	are	likely	understand.	One	of	the	issues	I	have	when	looking	at	some	ads	is	
I	can	see	the	artistry	in	designing	the	ad,	but	I	am	not	always	entirely	sure	that	
they	are	going	to,	every	reader	is	going	to	[33.44]	magazine	[33.44]	on	TV	is	going	
to	get	everything.	
	
Subject	E:	Yes	ok.	Well	this	is	a	bit	of	a,	erm..	there	is	a	couple	of	answers	to	this.	We	
have	got	something	in	here,	and	erm…	called	the	Rachel	test.	Now	erm…	we	used	to	
have	a	receptionist	called	Rachel.	Rachel	is	a	lovely	girl	and	she,	she	wasn’t	the	brightest	
tool	in	the	box,	and	she	made	light	of	that,	she…	often	people	have	got	the	jobs	that	suit	
them	and	the	receptionist	job	was	right	for	Rachel.		Erm…	it	wasn’t	a	female	thing	it	was	
nothing	like	that	but	that	was	the	right	job	for	her.		She	had	always	a	great	smile	on	her	
face,	and	she	used	to,	she	used	to	make	jokes	about	the	fact	that	I	don’t	know	what	she	
would	say	but	whatever.		Erm…	but	and	she	was	fully	behind	this	and	loved	it	because	I	
would	sometimes	bring	her	in	an	ad	and	say	Rachel	what	does	that	mean	and	she	would	
look	at	it	(35.00)	and	she	would	tell	me	and	she	was,	she	loved	us	doing	me	or	whoever	
it	was	doing	the	Rachel	test	because	if	Rachel	got	it	we	were	fine,	if	Rachel	didn’t	get	it,	
we	needed	to	know	why.		And	we	needed	to	look	at	the	ad	again	as	it	was	too	clever	for	
its	own	good.	So,	I	don’t,	we	weren’t	being	sexist	or	anything,	because	she	really	enjoyed	
it	and	actually	that	for	me	was	a	good	way	of	doing	it.	Sometimes	you	can	just	be	too	
advertising	for	your	own	good.		The	issue	I	often	say	and	when	we	are	critiquing	work	
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in	the	agency	is	all	of	you	people	who	like	this	particular	ad	know	what	the	brief	is,	and	
have	had	someone	sell	it	to	you.		You	know	so	we	would	get	the	creative	people	in,	and	
say	right	show	me	what	your	ideas	are	and	they	would	say	well	we	have	done	this	
because	we	think	it	is	really	good	blah,	blah,	blah	so,	by	the	time	you	are	there	to	make	
your	judgement	on	it,	you	already	know	a	whole	stack	if	you	have	got	the	back	story.		
Which	is	pretty	obvious.	So,	we	erm…	we	have	to	try	and	imagine	that	someone	doesn’t	
know	any	of	that.	That’s	why	I	don’t	know	if	you	noticed	what	the	big	sign	on	our	
reception	said,	you	mightn’t	have	even	seen	it.	
	
Didn’t	see	it.	
	
Subject	E:	Well	on	your	way	out	you	will	see	it	says	the	power	of	simple.		So	that	is	why	
we	tell	people	to	keep	it	simple.			So	whenever	they	are,	as	you	said,	consumers	flicking	
through	a	magazine	for	example,	they	see	one	of	our	ads,	they	get	it,	erm….	or	they	are	
sufficiently	intrigued	to	read	on	a	bit	like	play	less	golf	like	what	you	know,	or	it	is	really	
clear	exactly	what	it	means	and	why	it	is	right	for	them.	So	we	do	a	self-filtering	thing,	is	
it	simple	enough.		We	give	it	a	Rachel	test.	Rachel	isn’t	here	anymore,	but	erm…	we	
would	do	a	Meena		test	or	we	would	do	some,	we	would	take	it	round	and	show	it	to	
people,	take	it	home	and	show	it	to	our	families,	and	then	of	course	there	is	research	
you	can	do.	
	
Focus	groups	and	this	kind	of	thing?	
	
Subject	E:	All	of	those	things.	We	prefer	not	to	do	those	but	sometimes	you	have	to.			
	
One	I	was	thinking	of	particularly	it	was	one	that	erm…	from	one	of	the	textbooks	
on	advertising	showing	Claudia	Schiffer	advertising	Bulgari	is	it?	
	
Subject	E:	Bulgari	is	an	Italian	fashion	brand,	that	does	jewellery	it	does	[37.38]	it	does	
jewellery	it	does	perfume,	yes.	
	
This	was	for	actually	a	perfume	and	it	was	a	pink	perfume	with	a	gold	top	on	it,	
and	the	she	was	sort	of	positioning,	you	couldn’t	see	what	she	was	wearing	but	it	
was	suggesting	she	was	naked,	but	you	could	only	see	her	from…	obviously	and	
the	suggestion	of	the	text	was	that	people	were	readily	recognised	the	Dionysus	
connection	of	ancient	Rome	with	the	Roman	lettering	of	Bulgari	and	I	am	thinking	
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to	myself,	will	they.	Will	they	really	recognise	that	myth	from	that.		Are	they	
familiar	with	it?		I	am	not	sure	I	am	not	convinced.	
	
Subject	E:	No	erm…	so	somebody	analysed	it	that	way,		
	
Yes	that	is	what	they	are	telling	the	people	and	the	people	are	going	to	
understand	that.	
	
Subject	E:	Well	they	aren’t	going	to	understand	that	I	don’t	think.			
	
No	I	wouldn’t	have	thought	so.	
	
Subject	E:	Erm…	and	I	can	see	the	Bulgari	Bv	but	a	specific	myth	with	which	
particular…	
	
Dionysus	
	
Subject	E:	Well	Dionysus	is	Greek,	no	he	is	not	he	is	Bacchus	is	Greek,	but	Dionysus	is	a	
bloke	and	she	is	not.	
	
Yes	but	it	was	the	idea	of	with	Bacchus	the	idea	of…	
	
Subject	E:	Bacchanalia	and	that	sort	of	stuff?	
	
Yes	all	that	kind	of	stuff,	that	was	kind	of…	
	
Subject	E:	Hedonism	and…	
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Exactly	yes,	that	was	the	suggestion	and	as	I	say	I	wasn’t	entirely	convinced	that	
the	public	would	see	that.	I	am	not	even	convinced	that	the	advertisers	
necessarily	had	that	in	mind	at	the	time	but…	
	
Subject	E:	No	they	won’t.	But	it	depends	what	all	the	rest	of	the	ad	is,	if	you	can	see	but	
again	erm…	I	suppose	that’s,	erm…	without	getting	it	is	just	the	feeling	you	get	when	
you	see	it.			
	
Yes	I	mean	I	could	see	the	link	there	was	a	lot	of	pink	in	the	advert	and	the	
perfume	was	pink	so	the	femininity	with	Claudia	Schiffer	and	then	you	got	the	
gold	which	I	understand	again	I	get	the	gold	bit,	the	luxury	of	a	well-known	star	I	
get	the	connections	there,	I	get	the	signifiers	but	I	am	just	saying	I	think	[39.49]	it	
has	been	over	analysed	when	they	are	saying	we	are	talking	about	yes	Dionysus.	
That	is	my	suspicion.	
	
Subject	E:	Yes,	and	yes	I	would	guess	that	there	will	be	a	very	small	proportion	of	the	
women	that	that	is	aimed	at	that	will	look	at	that	and	think,	yes	they	just	won’t.	But	that	
is	a	layer	to	be	discovered	by	a	[40.18]	but	then	of	course	you	often	would	think	that	the	
person	who	knows	that,	you	wouldn’t	naturally	associate	the	person	who	would	know	
that	with	perhaps	splashing	money	on,	on	a	premium	perfume	because	their	head	tends	
to	be,	I	would	say	the	person	who	understands	that,		head	is	more	grounded	in	
academia	than	it	is…	(40.00)	
	
In		
	
Subject	E:	Yes	and	luxury	and	frivolity	and	superficiality.			
	
Erm…	can	you	just	give	me	a	few	words	on	how	you	try	to	use	symbolism	and	
icons	for	things	in		your	advertising.	
	
Subject	E:	Yes,	well	erm…	icons	you	know	are	often	a	short	cut	to	what	you	want	to	say,	
so	there	is	a	well-	known	technique	in	advertising,	or	a	well-used	technique	in	
advertising	where	you	combine	two	symbols	to	help	you	get	across	what	it	is	you	want	
to	communicate.		And	this	has	been	going	on	for	a	long	as	I	have	been	in	advertising,	and	
it	is	one	that	I	think	works	well	because	you	do	get	erm…	quite	a	lot	of	erm…	enjoyment	
out	of	seeing	it.	So	a	campaign	that	I	saw	the	other	day	that	we	were	doing	in	here,	I	
have	nothing	to	do	with	it	but	it	follows	this,	is	Dreams	the	bed	retailer,	and	mattress	
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manufacturer.			Erm…	one	of	our	biggest	clients	and	we	are	advertising	their	latest	
memory	foam	latex	mattress	which	in	the	summer	is	quite	a	cool	mattress	so	one	of	the	
messages	is	cool.		Ok	a	bit	like	Michael	Owen	speed,	and	what	I	have	seen	is	a	picture	of	
a	mattress	on	a	lollipop	stick,	so	taking	the	two	things	mattress	and	lollipop	to	give	you	
cool	mattress.	And,	when	you	see	it	and	probably	with	the	headline	let’s	call	it	Britain’s	
coolest	mattress,	that	won’t	be	what	the	headline	was	but	that	is	the	sort	of	thing	and	
you	see	the	lollipop	you	think	wow	yes	I	get	that.		I	get	that	and	it	is	definitely	a	mattress	
because	it	has	got	all	the	little,	little	things	on	it,	that	is	light	mattress	but	it	is	on	a	
lollipop	stick,	so	that	is	where	you	take	the	two	images.	I	mean	you	will	be	aware	of	that	
there	is	a	lot	of	that	happens.	
	
Yes	it	does	
	
Subject	E:	Over,	there	is	many	wonderful,	wonderful	ones	done	in	this	agency	but	done	
brilliantly	in	all	of	the	big	agencies,	any	agency	there	is	lots	of	that	goes	on.			And	then	
yes,	there	is	lots	of	other	imagery	we	use	like	from	you	know,	icons,	but	that’s	what	they	
you	know,	that	is	a	universal	sort	of	language	iconography	and	pictograms	and	any	
other	types	of	imagery	you	have	in	mind	or…	
	
No	I	was	just	curious.		Because	we	are	talking	semiotics	I	can’t	discuss	semiotics	
without	inviting	you	to	talk	a	little	bit	about	icons	and	symbols	and	so	on.	Erm…	
icons	and	symbols	in	semiotics	are	different	things	technically	but	as	you	
probably	know.	Erm…	
	
Subject	E:	I	don’t,	because	I	just	don’t	((laughs)).	
	
Yes	well	for	example	an	icon	looks	like	what	it	represents	to	some	degree.		So	but	
if	you	see	like	a	sign	for	a,	if	you	see	a	knife	and	fork	sign	on	the	road,	it	doesn’t	
mean	there	is	a	cutlery	sale	down	the	road,	we	know	what	it	means.	
	
Subject	E:	A	restaurant	or	something.	
	
Yes	it	is	still	arbitrary,	someone	has	decided	that	that	is	a	sign	for	a	restaurant	but	
because	it	looks	like	what	it	represents.	Symbols	don’t	they	are	100%	arbitrary.		
There	is	nothing	in	them	that	represents,	so	that	there	will	be	a	symbol	because	
there	is	nothing	in	there	that	suggests	why	is	that	good,	and	not	that,	or	that	or	
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something	or	that	whatever	it	is	arbitrary	so	there	is	the	difference	there,	that’s	is	
the	point.	
	
Subject	E:	Ok	didn’t	know	that	interesting.	I	should	read	a	book	on	semiotics.			
	
You	might	not	need	to	erm…	one	last	question	then	really	just,	is	there	anything	
that	you	do	specifically	in	mind	when	you	want	to	draw	upon	or	get	your	viewers	
or	readers	or	listeners	to	activate	their	pre-existing	knowledge	to	trigger	them	so	
that	they	make	sense	of	things.	Because	obviously	you	must	rely	upon	that	to	
some	degree	they	know	stuff	already.		And	I	am	going	to	tap	into	what	they	know	
to	make	sense	of	the	ad.	(45.00)	
	
Subject	E:	God.	
	
That	is	a	tough	one	isn’t	it.	
	
Subject	E:	Yes,	so,	well	I	mean	this	probably	isn’t	the	answer	or	erm…	this	might	be	
answering	an	entirely	different	question	but	sometimes	we	will	erm…	refer	in	an	ad	or	
prop	an	ad	with	things	that	we	would	want	the	product	to	be	associated	with.			So,	
kindred	brands	and	erm…	so,	it	is	a	bit	like	saying	you	will	like	this	because	it	is	set	in	a	
context	that	you	are	familiar	with.		Or	you	would	like	to	be	with.		Familiar	or	associated	
with.		So,	that	is,	playing	on	that	bit.		Erm…	we	probably,	if	you	are	talking	to	one	of	
these	specialist	audience,	or	as	they	sometimes	call	them	vertical	audiences,	[46.19]	but	
that’s	what	they	do,	erm…	then	you	can	assume	a	lot	of	erm…	prior	knowledge.		That	
person,	the	people	you	are	talking	to	know.			We	did	a	lot	of	our	early	advertising	was	
for	Berghaus	the	mountaineering	people	so	we	would	be	talking	to	sometime	the	last	
thing	you	would	do	is	give	them	Janet	and	John	advertising.	Our	specific	Janet	and	John	
advertising,	these	people	know	more	about	the	outdoors	than	we	will	ever	know,	erm…	
so	you,	I	often	whenever	we	were	writing	erm…	Berghaus	ads	I	always	showed	them	to	
my	friends	in	the	British	Mountaineering	Council,	just	to	check	I	wasn’t	patronising	or	
erm…	just	you	know	just	to	save	us	looking	like	someone	who	didn’t	know.	I	thoroughly	
enjoyed	writing	about	mountaineering	although	I	don’t	have	a	head	for	heights	and	stuff	
like	that	and	I	would	have	a	bash	at	it,	I	like	the	outdoors	but	I	knew	that	the	people	I	
met	in	the	mountaineering	council	were	just	an	entirely	different	breed	to	me,	I	loved	
them	in	all	their	grubbiness	and	you	always	felt	[47.39]	snowball	and	there	was	just	
lovely	things	about	them	but	they	weren’t	me,	but	because	they	weren’t	me,	I	had	to	
make	sure	that	when	I	am	writing	ads	for	them	I	didn’t	erm…	look,	that	they	had	the	
look	as	if	they	were	written	for	mountaineers	by	mountaineers.			
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Yes	that	makes	sense.	That	fits	in	well.	I	am	thinking	particularly	of	one	of	the	
adverts	in	Sweden	for	Volvos	they	are	predicated	on	an	assumption	that	you	
know	that	Volvo	has	a	reputation	for	safety.			Erm…	and	so	if	you	didn’t	know	that,	
then	the	advert	wouldn’t	make	any	sense	to	you	whatsoever.		You	would	think	
what	are	they	talking	about	there.		So	that	is	why	I	was	[48.23]	that	one	a	little	bit,	
erm…	if	that	is	ever	built	into	it,	in	the	design.	
	
Subject	E:	Well	yes	but	often,	yes	but	that	is	because	you	think	that	the	brand	has	had	a	
long	heritage	of	advertising	to	do	with	safety	or	with	Volkswagen	did	for	a	long	time	
was	reliability,	and	BMW	is	great	engineering,	and	then	of	course	these	things	move	on	
a	bit.			So	when	you	approach	the	brief	you	approach	it	with	thinking	that	all	of	those	
years	erm…	of	indoctrination,	have	planted	something	in	the	brain,	so	I	yes	I	am	sort	of	
surprised	to	say	that	but	then	I	haven’t,	I	mean	I	saw	the	Jean	Claude	Van	Damme	Volvo	
truck	advert	where	it	splits	and	there	is	a	bit	of	safety,	well	there	is	safety	involved	in	
that	but	erm…	I	would	have	thought	the	Swedes	would	all	know.	
	
They	do	yes,	the	adverts	are	predicated	on	that	so	for	example	they	might	show	
two	children	and	they	might	say	don’t	forget	your	valuables.		Ok	we	all	pick	up	the	
[4941]	from	that	oh	yes	it	is	for	safety.			
	
Subject	E:	Yes	I	can	see	that.	
	
Whereas	if	you	didn’t	know	about	Volvo’s	reputation	for	safety	actually…	
	
Subject	E:	That	wouldn’t	make	a	lot	of	sense.	
	
No	it	wouldn’t	no,	no.			
	
Subject	E:	But	that	is	quite	a	nice	little	ad	that,	it	sounds	like	a	nice	ad.	
	
Yes.		
	
Subject	E:		Parent	to	make	sure	you	buy	a	boring	safe	Volvo	if	you	have	got	kids.			
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That’s	right.	Thank	you	very	much	that	has	been	extremely	enlightening.			
	
	
SUBJECT F 
	
Subject	F:		Marketing	and	branding	are	very	different	things	where	marketing	has	
become	more	like	branding	over	the	years	in	and	of	itself,	but	branding	both	
commercially	and	the	guys	in	brand	consultancy	and	the	visual	identity	company	who	
take	a	massive	share	from	advertising	agencies,	but	also	in	terms	of	the	academia.	The	
shift	from	transactional	to	relational	erm…	paradigms	it	doesn’t…	how	we	
understanding	marketing,	so	it	is	not	just	about	the	transaction	it	is	about	building	
relationships	and	that	is	what,	you	know	social	media	is	obviously	in	and	of	itself	
contributed	a	massive	part	to	the	debate	as	has	the	whole	notion	of	you	know	consumer	
generating	content,	prosumers	all	these	kind	of	buzz	words	that	I	guess	they	kind	of,	
they	disrupt	the	old	value	equation	of	companies	use	agencies	to	create	communication,	
to	bombard	consumers	and	then	things	have	become	a	lot	more	complex	obviously	as	
we	know	over	the	last	few	years.		But	erm…	first	of	all	I	would,	I	would,	if	I	was	to	
describe	semiotics	I	wouldn’t	go	through	the	linguistics	arm,	although	I	mean	I	never	
studied	linguistics	so	my	understanding	of	this	is	very	much	informed	by	my	reading	
around	it,	although	I	obviously	understand	the	founder	of,	one	of	the	founders	of	
semiotics	was	also	the	founder	of	structuralism	and	structural	linguistics,	Frederick	de	
Saussure	and	his	insights	erm…	both	spawns	the	whole	idea	of	scientific	study	of	
languages	as	a	kind	of	comparative	study	of	languages	and	also	as	a	footnote	just	like	
Richard	Dawkins	spawning	the	whole	field	of	mimetics	not	really	intending	to	in	a	kind	
of	epilogue	in	the	Selfish	Gene,		Saussure	has	this	phrase	in	his	Course	de	Linguistique	
where	he	says	you	know	there	is	this	potential	for	the	science	of	semiotics,	semiology,	
which	would,	of	which	linguistics	is	one	subset,	and	semiology	would,	would	study,	its	
domain	would	be	vast,	it	would	study	every	signifying	entity	and	its	place	is	staked	out	
in	advance,	and	it	would	study	the	life	of	science	and	society,	which	is	everything	from	
flags	to	semaphore	to	you	know,	erm…	you	know	advertising	and	art	and	all	sorts	of	
things.	But	I	guess,	sorry	this	is	a	long	way	of	saying	though,	that	erm…	I	very	much	
think	of	semiotics	as	more,	think	of	it	in	terms	of	the	branch	of	philosophy,	to	do	with	
representation,	I	think	of	it…	because	I	think	for	me	that	widens	it,	its	application	but	
also	I	think	that	it	is	easier	to	see,	I	think	you	know	the	notion	of	thinking	of	advertising	
as	a	sort	of	language	or	a	language	of	commodities	is	a	very	sort	of	nicely	70s,	80s	
paradigm.	Not	to	say	it	doesn’t	have	a	lot	of	truth,	but	I	think	that,	because	the	whole	
[02.40]		communications	area	is	so	visual	now,	and	we	are	moving	beyond	the	visual	
into	the	haptic	and	the	sensorial	I	think	that	is	so	far	divorced	from	where	linguistics	is	
in	terms	of	people	think	of	glyphs	and	writing,	I	think	we	live	in	such	a	visual	culture	
now	that	I	think,	thinking	of	semiotics	as	a	branch	of	representation,	a	branch	of	
philosophy	to	do	with	representation	with	the	rigour	of	erm…	social,	you	know	social	
sciences	and	various	you	know,	social	sciences,	substrates	like	grounded	theory	like	
adduction		and	other	kind	of	things	that	give	it	its	rigour	and	its	erm…	its	sense	of	
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systematisation	it	can	look	at	things	systematically.	I	think	that	for	me	is,	is	a	more…	it	
makes	what	I	do	more	explicable.		Because	I	think	also	because	you	know	I	work,	I	work	
within	this	tradition	I	think	of	cultural	studies	and	I	am	quite	ecumenical	in	terms	of	the	
theories	I	pick.	Whereas	I	think	if	you	look	at	a	French	semiotician,	they	are	working	
with	the	Greimasian	framework	that	uses	the	semiotic	square,	that	is	a	development	of	
structuralism	in	terms	of	binary	oppositions	and	looking	at	contradictions	and	
contraries	and	implications.	And	it	is	much	easier	to	see	what	they	do	from	as	a	direct	
result	of	the	linguistic	kind	of	heritage.		Whereas	what	I	do	comes	as	much	from	
philosophy	and	from	visual	culture	and	cultural	studies	as	it	does	that,	probably	more	
so	in	some	respects.	Does	that	make	any	sense?	
	
Yes	it	does,	yes,	yes,	yes.		You	mentioned	things	like	Saussure	and	the	
structuralist..	
	
Subject	F:		Yes	
	
I	am	wondering,	see	some	universities	when	they	are	teaching	this	topic	that	is	as	
far	as	they	go,	they	look	at	Saussure,	look	at	Peirce	and	so	on,	one	or	two	will	go	
onto	Barthes	and	his	notions	of	mythologies	and	so	on.		Some	go	to	erm…	Levi-
Strauss	but	I’ve	got	a	bit	of	a	suspicion	that	most	of	them	don’t	go	that	deep	when	
they	actually	start	in	the	field	of	work	in	advertising.		I	suspect	that	they,	that	is	
stuff	at	university.	Am	I	wrong?	
	
Subject	F:		Erm…	I’m	not	sure	if	I	am	going	to	answer	your	question	but	I	am	going	to	
try	and	answer	your	question.	Erm…	I	think,	there	probably	are	people	out	there	that	
study	this	stuff	at	university,	they	get…	they	have	a	smattering	of	what	they	think	they	
need	to	do	to	do	semiotics	and	then	when	they	get	into	the	field	(05.00)	they	probably	
forget	all	of	that,	and	then	just	sort	of	freestyle	[05.06]	digging	out	meanings	that	they	
come	to	intuitively	and	sometimes	they	may	retro-actively	justify	those	using	theory	
sometimes	they	don’t,	sometimes	they	just	leave	it	and	think	of	academia	as	kind	of	
something	they	had	to	go	through	to	get	the	qualifications	and	now	they	are,	now	they	
are	in	the	field	they	just	practice	it.	Erm…	I	am	not	someone	that,	that	you	know,	that’s	
not	what	I	personally,	personally	do	erm…	I	am	also	not	that	aware	of	there	being	that	
many	courses,	well	there	are	not	that	many	qualifications	in	semiotics	in	fact	there	may	
be	only	1,	that	I	am	aware	of.	There	may	be	more	than	1.	Well	no	that’s	not	true,	there	
are	probably	a	few	but	a	handful	and	the	ones	I	know	of	are	in	Tartu	where	there	is	a	
whole	department	in	Estonia	dedicated	to	semiotics.		Then	you	have	got	places	like	
Aahus	in	Denmark	where	you	can	study	cognitive	semiotics	and	places	like	the	
Copenhagen	Business	School	where	there	is	someone	who	is	very	established	in	
semiotics	who	will	teach,	I	think	teaches	courses	where	there	is	a	number	of	professors	
teaching	courses	in	semiotics.		But	each	of	those	places	they	would	teach	erm…	a	
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number	of	different	theories,	but	they	would	have	their	kind	of	home	theory	or	their	
kind	of	core	theory,	and	in	Tartu	it	is	kind	of	Yuri	Lotman	and	the	kind	of	Soviet	School	
of	Semiotics.		In	Aarhus	it’s	Peirce	and	his	erm…	those	who	have	tried	to	kind	of	clear	up	
some	of	the	quandaries	and	uncertainties	in	his	voluminous	work,	((laughs))	of	which	
there	are	many,	many	you	know	he	is	obviously	an	amazing	thinker	but	you	know	the	
Scandinavians	tend	to	be	really	into	the	Peirce.	Partly	because	I	think	the	geekiness	kind	
of	ties	in	with	that	very,	very	kind	of	in	depth,	very,	very	erm…	that	kind	of	continental	
philosophical	tradition	I	think	it	really	Peirce	really	plays	into	that	but	also	because	of	
their	interest	in	design	and	design	thinking.		That	Peirce	is	a	really	helpful	way	of	
thinking	your	way	around	design	objects	using	things	like	iconic	[07.03]	indexicality	
and	you	know	how,	how	the	perception	of	an	object	relates	to	meaning	in	different	ways.		
So,	erm…	I	mean,	like	I	am	not	really	sure	what	your	question	was	but	I	guess	my	
answer	is,	so	the	question	I	think	you	are	asking	is	sort	of	saying	it	feels	like,	I	was	
[07.21],	it	feels	like,	you	were	saying	that	there	could	be	quite	a	superficial	engagement	
with	some	of	these	thinkers,	without	really	tying	it	together	is	that?	
	
That’s	my	suspicion	yes.	
	
Subject	F:		Yes,	yes	you	are	probably	right	yes.	
	
Yes	once	they	start	in	the	field	they	just	basically	bin	most	of	the	stuff,	that	is	
university	stuff,	this	is	the	real	world.		
	
Subject	F:		Absolutely	well	there	is,	there	is	that	I	mean,	and	for	good	reason	because	I	
mean	you	know	I	have	had,	I	was	recently	working,	I	am	now	doing	some	work	well	I	
am	on	the	BBC	roster	which	is	great,	so	I	can	pitch	for	work.		And	I	sent	them	a	brief,	I	
sent	a	proposal	for	a	brief	recently	where	the	response	of	the	fairly	junior	research	
person	was	oh	you	know,	why	are	you	mentioning	Roland	Barthes	in	your	proposal	that	
scares	people	that	you	are	going	to	come	up	with	all	this	academic	verbiage	we	can’t	
understand.		And	I	was	like	well,	yes	I	mean	I	am	putting	this	in	there	because	my	you	
know,	you	have	got	an	overall	understanding	[08.16]	I	think	for	me	it’s	an	advantage	to	
show	that	there	is	a	theoretical	rigour	in	what	I	do,	but	you	know	I	am	never,	I	am	less	
and	less	surprised	with	the	sort	of	anti-intellectualism	almost	the	kind	of,	the	vicious	
anti-academic,	anti-intellectualism	I	find	in	business	where	even	if,	an	academic	
reference	should	help	the	understanding	or	give	you	credibility	point,	people	just	react	
as	if	there…	they	are	allergic	to	it.	And	so	I	can	understand	why	there	is	some	people	
that	therefore	eschew	the	use	of	theorists	and	names	like	that	in	any	document	that	
goes	to	a	client,	because	they	have	been	burnt	too	many	times.	Having	said	that,	I	think	
that	is	probably	a	minority,	accounts	for	the	minority	of	people	that	don’t	do	it	in	the	
field.	I	think	often	more	likely	to	do	with	a	combination	of	laziness,	lack	of	rigour,	lack	of	
knowledge	do	you	see	what	I	mean?	
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Hmm	
	
Subject	F:		But	I	think	it	can	be	because	people	have	tried	that,	and	they	have	been	
burnt,	because	people	don’t	want	that,	some	people	don’t	want	that.	Or,	you	know,	
because	for	me	the	way	I	see	it,	you	know	I	try	and,	I	will	convey,	I	will	tell	you	what	my	
methodology	is	based	on	because	ultimately	otherwise	it	is	just	based	on	my	
interpretation	you	know	which	is,	I	think	is	very	sound	((laughs))	because	I	think	
people	don’t	give	enough	weight	to	what	someone’s	personal	interpretation	is	if	they	
have	a	massive,	massive	erm…	grounding	in	a	field.	It	is	like	what	Malcolm	Gladwell	said		
you	know,	instincts	are	real	things	they	happen	you	know	and	they	can	be	trusted	so	
someone’s	opinion	is	worth	more	than	another,	it	is	just	the	way	it	is.	I	mean	this	whole	
egalitarian	thing	on	the	internet	has	gone	too	far,	you	know	elitism	you	know	is	
important.		I	mean	you	wouldn’t,	you	know	if	someone	is	having	a	stroke	you	would	
rather	have	a	brain	surgeon	trained	in	facial	coding	recognition	looking	(10.00)	at	them,	
than	some	random	who	goes,	oh	yes	I	have	seen	a	couple	of	ads	on	TV	they	are	probably	
having	this	kind	of	an	aneurism	or	whatever.		Anyway	I	am	just	making	argy	but	erm…	
yes	but	as	I	say	there	are	people	that	have	been	burnt	and	they	have	decided	to	neglect	
it,	but	I	think	it	is	more	because	there	is,	it	is	difficult	to	unify	these	worlds	and	I	think	
you	know,	the	other	thing	that	is	probably	true	is	although	there	are	some	very	smart	
people	in	marketing	there	are	probably	a	lot	of	none…	a	lot	of	people	that	aren’t	that	
smart	and	those	people	they	you	know,	they	went	through	university	not	you	know	
maybe	engaging	with	certain	things	and	so	now	they	are	in	the	world	of	work	and	
earning	money	it	is	their	opportunity	to	not	you	know	to	not	engage	with	it.		I	mean	that	
is	more	of	a	kind	of	a,	a	paranoiac,	perhaps	slightly	paranoiac	view	but		I	mean	I	think	all	
those	things	come	into	play.	
	
Yes	
	
Subject	F:		But	there	are	a	couple	of	papers	I	can	send	you	that	can,	there	is	one	by	
David	Glen	Mick	which	is	all	about	how	people	don’t	use	theory	rigorously	enough	in	
the	commercial	world.		There	is	also	a	thesis	I	can	send	you	on	the	ways	different	
traditions	of	semiotics	have	been	used	in	the	commercial	semiotics	in	the	UK	which	
should	be	quite	useful	as	well.	
	
That	would	be	brilliant	yes.		Yes.	
	
Subject	F:		There	is	probably	another	actually,	there	is	probably	3	things,	I	don’t	know	if	
the	last	one,	I	am	not	sure	I	can	dig	it	out,	I	think	I	have	got	it	somewhere,	it	is	about	
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basically,	it	is	a	real,	it’s	a	massive	long,	it	is	a	semiotica	paper	it’s	about	100	pages	long,	
and	when	it	was	written	in	2004	it	was	like	a	survey	of	all	the	commercial	semiotics	
erm…	projects	that	have	been	published	in	academia,	and	looking	at	how	rigorously	
they	used	the	theory,	with	quite	a	critical	perspective.	
	
Yes	
	
Subject	F:		So	I	think	if	you	are	looking	for	that	sort	of	erm…	to	develop	in	your	
perspective	those	could	be	quite	useful.	
	
That	would	be	great.	I	mean	one	of	the	problems	I	have	is	that	my	background	
well,	since	coming	to	Sweden	has	been	academic	and	that	aspect	of	it,	I	am	from	a	
different	discipline	altogether	originally,	but	I	am	a	linguist	now	and	I	am	trying	
to	reconcile	different	approaches	to	it.		One	of	which	is	there	has	been	some	
recent	work	done	by	a	Japanese	erm…	linguist	called	Kay	Ko	Tanaka,	erm…	and	
she	is	suggesting	that	we	should	be	considering	using	a	different	branch	of	
linguistics	called	Pragmatics,	which	is	really	more	my	area.	That	is	looking	at	
language	in	context.	It’s	how	we	actually	use	it	to	erm…	to	generate	meaning	
without	using	the	actual	words.	So	for	example	if	I	said	to	you	is	there	a	window	
open.	I	could	be	effectively	asking	you	to	close	the	window	because	I	am	cold,	
open	the	window	because	I	need	fresh	air,	or	lock	the	window	because	we	are	
going	to	go	out	and	a	burglar	might	break	in.	So	it	is	the	meaning	underlying	it.		
When	you	look	at	classified	ads,	they	are	pure	information,	which	brings	us	onto	
another	set	of	theories	as	well	that	we	are	talking	about	the,	the	reason	and	tickle	
notion.	This	guy	erm…	I	don’t	know	if	you	have	heard	of	him	David	Burstein	came	
up	with	this	book	in	the	1970s.	
	
Subject	F:		Yes	
	
[13.00]	advertising	and	part	of	that	he	talks	about	reason	and	tickle.		And	he	was	
saying,	[13.05]	he	sticks	to	the	same	view	well	adverts	are	usually	a	combination	
of	reason	of	logic	and	of	tickle	which	is	to	inspire	interest	to	amuse,	to	so	on	erm…	
again	I	am	trying	to	reconcile	that	with	a	notion	of	difference	between	branding	
something,	and	creating	customer	loyalty	and	so	on,	brand	recognition	on	the	one	
hand	and	on	the	other	hand	a	hardnosed	element	of	flogging	something	to	people.		
And	an	example	that	I	sometimes	give	with	my	own	students	is	I	say	to	them,	well	
you	know	you	are	all	Swedish	students,	you	are	all	familiar	with	Volvo	cars	and	
you	are	also	familiar	with	Volkswagen	cars.		So	what	is	the	criteria,	what	is	the	
selling	point.		What	is	it	you	are	going	to	be	making,	what	is	going	to	make	your	
mind	up	to	buy	a	Volvo	or	a	Volkswagen.		And	if	it	not	loyalty	to	the	fact	that	Volvo	
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is	a	Swedish	firm	then	it	is	going	to	have	to	be	something	about	the	product	that	
sells	it.		So	it	is	these	kind	of	areas	I	am	working	in,	in	my	paper.		
	
Subject	F:		Yes,	I	would	say	reliability	and	safety	respectively	for	VW	and	Volvo.	I	mean	
historically,	not	maybe	on	a	model	to	model	basis	but	I	think	as	a	marque,	as	a	car	
marque	that	is	what	they	are	kind	of	known	for.	But	I	think	it	is	interesting	what	you	are	
doing,	I	mean,	I	would	say	that,	you	know	there	is,	there	are	various	semiotic	kind	of	
techniques	or	ideas,	one	is	this	notion	of	connotative	index	so,	for	example	you	take	the	
Obama	logo	from	2008	whenever	it	was,	erm…	that	has	got	very	high	connotative	index.		
Connotative	index	is	the	extent	to	which	there	are	different	propositions	and	different	
associations	packed	into	a	very	small	area.		So	this	idea	of	hope,	the	idea	of	agriculture	
and	fecundity	and	fertility,	so	this	idea	of	the	sun	coming	over	the	kind	of	prairie	with	in	
the	American	colours	with	the	sun	kind	of	rising	erm…	and	erm…	that	ties	into	all	sorts	
of	things	you	know	it’s	kind	of	the	resonance	of	the	1940s,	30s	and	40s	the	New	Deal	
(15.00)	which	obviously	for	right	wing	Americans	is	not	that	cool,	[15.02]	but	for	a	lot	of	
Americans	is	very	cool	but	even	those	that	don’t	associate	the	politics	with	it,	it	is	a	time	
of	hope,	a	time	of	prosperity,	affluence,	the	baby	boomers,	a	time	when	America	was	
suffering,	so	there	is	all	sorts	of	things	packed	into	that.			
	
Sounds	like	Barthes	doesn’t	it?	
	
Subject	F:		I	believe	that	is	branding.	I	mean	obviously	it	works	to	market	Obama,	but	I	
would	argue	the	branding	is	often	more	subtle	and	more	emotional,	usually	I	mean	
again	I	don’t	think	you	can	create	clear,	a	cut	and	dried	binary	oppositions	between	
marketing.	I	think	one	is	more	transactional	and	one	is	more	relational,	branding	being	
more	relational.	But	I	think,	you	know,	there	is	a	combination	there,	but	I	think	the	idea	
of	connotative	index	for	example,	perfume,	spirits,	luxury	products	they	have	higher	
degrees	of	connotations	they	tend	to	be	marketing	to	you	less	explicitly	but	much	
stronger	on	branding.		Whereas	what	you	talked	about	insurance,	banking,	classified	
advertising	because	they	have	a	lower	level	of	connotations	their	branding	is	less,	there	
is	less	density	of	meaning	in	there,	they	are	appealing	to	you	more	on	a	rational,	
rhetorical	level	but	you	know	on	a	more	explicitly	rhetorical	level.		So	I	mean	there	are	
those	that	would	disagree	with	me	but	I	think	in	general	my	experience	is	such.	So	I	
think	you	could	look	at	it	in	terms	of	connotations,	that	would	be	a	way	of	semiotically	
being,	that	would	be	one	indicator	of	marketing	versus	branding	in	terms	of	looking	at	
advertising,	or	any	symbolic,	any	symbolic	communication.		Just	as	an	example.	
	
Yes,	oh	that	would	good	yes,	interesting.		You	have	pretty	much	answered	my	
question,	what	exactly	does	your	firm	do	then	do	you	actually	you	take	the	brief…	
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Subject	F:		I	do,	I	mean	what	we	have	discussed	the	kind	of	nitty	gritty	of	analysing	
erm…	advertising	and	other	brand	communication	that	is	why,	that’s	the	kind	of,	that’s	
the	sort	of	bread	and	butter	of	what	I	do	but	in	terms	of	how	I	make	my	money	is	I	write	
reports	and	I	present	erm…	visuals,	some	inspiration	documents	that	help	give	
companies	ideas	of	how	they	can	move	forward.		Usually	because	they,	they	want	to	do,	
they	want	to	commission	an	independent	view	on	their	market	place	and	their	brand,	
that	they	can	then	give	to	their	agencies	to	make	their	agencies	more	effective	in	
communicating.		So,	so	I	could	be	delivering	work	to	a	design	agency,	to	an	advertising	
agency,	to	a	brand	consultancy.	Brand	consultancies	there	is	this	kind	of	very,	you	know,	
there	is	no	surprise	that	they	came	into	currency	along	with	spin	doctors	in	the	late	90s	
they	are	kind	of,	the	Peter	Mandelson’s	of	the	commercial	world	ie	no	one	really	know	
what	they	do,	but	they	make	shitloads	of	money	((laughs)).	You	know	like,	I	am	thinking	
about	Wolff	Olins	for	example,		who	created	the	Olympic	logo	or	they	would	rebrand	
Dubai	for	example,	or	Singapore	so	they	are	charging	like	5	million	or	10	million	
whatever	dollars	or	pounds	to	do	it.	Having	said	that,	although	people	go	oh	they	just	
produced	that	logo,	the	amount	of	checking	and	rationale	that	goes	into	creating	
something	that	is	going	to	be	reproduced	millions	and	millions	of	times,	could	last	years	
and	years,	it	has	to	appeal	to	a	massive	range	of	stakeholders	from	employees,	to	
shareholders,	to	the	press,	to	you	know	you	name	it,	a	lot	goes	into	that,	so	you	know	I	
am	at	pains	to	say	yes	they	do,	they	still	profiteer	over	the	top	but	probably	not	as	much	
as	you	suspect	because	there	is	a	hell	of	a	lot	that	needs	to	go	on	underneath	the	hood	in	
order	to	be	sure,	get	to	the	inside	it’s	all	very	well	you	have	maybe	5	different	options	
but	then	to	work	out	which	of	them	does	the	best	job,	and	guarantee	that	they	minimise	
risk,	that	is	a	whole	other	story.	So	anyway	erm…	but	yes	so	brand	consultancies	I	work	
with	design	agencies,	and	advertising	agencies,	and	essentially	I	help	inspire	them	to	
think	in	different	ways	and	then	to	yes	give	them	visual	evidence	for	why	I	am	saying	
what	I	am	saying.		If	you	go	onto	my	website	there	are	a	few	examples	on	there.	So,	but	
let	me	send	you	these	documents.	
	
If	you	would	that	would	be	great.	
	
Subject	F:		They	will	help	you,	they	will	definitely	I	mean	if	your	question	is	you	know,	
this	discrepancy	or	you	know	how	does	an	academic	erm…	training	translate	into	
commercial	semiotics,	then	I	think	these	are	the	best	things	I	have	read	and	I	do	
continually	look	for	things	and	try	and	keep	up	to	date	so	there	is	not	that	much,	
probably	that	I	haven’t	read.	I	mean	I	say	that,	it	sounds	quite	arrogant	but	in	English	
there	is	I	have	read	a	lot,	let's	put	it	this	way	I	have	read	a	lot	of	what	has	been	written	
on	this	topic,	because	this	is	kind	of	what	I	do	and	I	need	to	but	erm…	and	I	have	also	
written	a	paper	on	how	to	become	a	commercial	semiotician	which	is	a	sort	of	you	
know	erm…	a	paper	that	I	wrote	from	my	own	personal	experience	but	you	know	I	use	
semiotic	frameworks	to	explain	what	it	is	I	do,	to	people	that	are	curious	erm…	about	
how	and	I	guess	one	of	the	things	(20.00)	I	am	saying	is	actually	although	it	is	important	
to	not	to	be,	not	to	sort	of	discard	the	theory	and	if	you	can	to	bring	it	in,	because	I	think	
it	gives	more	credibility	and	validity	to	what	you	are	doing,	personally	but	I	also	think	
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you	know,	this	is	only…	theory	is	only	part	of	why	I	am	able	to	do	what	I	do,	there	is	a	
lot	of	lateral	thinking	and	aptitude	that	you	need	to	cultivate	like	a	martial	art.		And	that	
is	not	lodged	in	books	and	that	is	not	about	erm…	the	fact	that,	that	is	more	[20.32]	that	
is	more	how	to	do	something	rather	than	accessing	factoids	and	grids	in	your	head	of	
the	way	other	people	do	it.	It	is	much	more	freewheeling	and	it	is	much	more	craft	skills	
and	I	think	that	is	something	people	often	don’t	realise.	I	mean	it	is	not	that	I	am	that	
different	from	a	forensic	scientist	or	I	don’t	know	anthropologist	or	who	else	could	be	
maybe	even	a	pollster	like	everyone	has	got	craft	skills	they	use,	but	it	is	not	as	if	I	will	
read	Barthes	and	then	apply	this,	roll	out	the	same	theories.		No.	You	know	semiotic	is	
object	based	analysis	you	know,	applied	semiotics	so	we	are	not	metaphysicians	you	
know	we,	we	work	with	packaging	or	we	work	with	industrial	objects,	we	work	with	
advertising	and	everything	we	work	with	is	different	and	therefore	our	tools	will	need	
to	be	different.	So,	you	know	that’s,	that	is,	one	of	the	things	that	is,	has	an	area	of	
complexity	and	means	that,	erm…	you	can	never	just	take	a	theory	and	go	right	that	
theory	is,	if	I	just	apply	that	theory	systematically	it	will	do	the	work,	that	is	not	the	way	
it	works.		
	
No,	no.		
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